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Sales MANAGEMENT 


COL. CHARLES F. H. JOHNSON: More research, less tradition in the wool textile industry 


HAND-PICKED MARKETS 


HOW BOTANY WORSTED MILLS' COORDINATED SELECTIVE SELLING 
PLAN EFFECTS ECONOMIES IN PRODUCTION, DISTRIBU- 
TION, AND SALES COSTS. SEE PAGE 37. 
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When a woman shops 

for cosmetics 

a mere man may think 

she’s simply buying 
lipstick, rouge or cream 
but a woman knows 

she’s being an idealist 

in the word’s truest sense . . 
because, you see 


She has a picture 
in her mind— 
a picture caught from a page 


of her favorite magazine — 

a vision of loveliness 

that could be herself . . . 

and now with all the arts 

at her command 

she’s making that picture real! 


Month after month 
in-the-home research 

tells McCall’s editors 

how women think and dream— 
helps inspire those potent 
“mental pictures” 

that move advertising 

into action 

in more than 3,500,000 .omes. 
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N September 28th, the three Detroit news- 
O papers inaugurated radiophone service in 
Michigan. Honor of making the first call from 
a moving automobile to the city desk went by 
lot to Robert Sturgiss, Free Press Staff Writer, 
calling Norman Patterson, Assistant City 
Editor of The Free Press. 


Bob said: ‘‘I suppose I should say something 
like “What hath God wrought’. However, I 
guess I'll be original. How about a raise?” 
Here again, history was made, for Patterson 
said “No”, and the first refusal of a pay-raise 


was made over the radiophone. 


* ROBERT STURGISS 
Free Press Staff Writer 


This incident parallels another Free Press 
history-making venture, when in 1877, William 
E. Quinby, then editor, installed the first tele- 
phone line in Michigan between his office and 
the old American District Telegraph office. 


It is currently conventional to compare and 
decry the workers of today with those of fifty 
or seventy-five years ago. Yet men like Bob 
Sturgiss and Norman Patterson and other men 
and women who make this newspaper are just as 
vigorous and forthright a breed of folks, working 
in a different way, as the breed of rip-roaring, 
hell-raising ‘‘old timers’’ who “made history’. 


Che Detroit Free Press 


JOHN S. KNIGHT, PUBLISHER 
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THE MAGAZINE OF MODERN MARKETING 


CONTENTS, NOVEMBER 10, 


ADVERTISING 


How National Gypsum Co. employs direct mail and business paper adver- 
tising to build selective lists for new partitions systems 


Hercules Powder Co. takes its employes behind the scenes of advertising 
and sales promotion for its 100 products in 60 industries 


DEALER RELATIONS 


Admiral Corporation’s territory-by-territory introducticn of Dual-Temp 
brings cheers from dealers 


DISTRIBUTION 


Botany Worsted Mills adopts a coordinated selective selling plan to insure 
economies in production, distribution and sales costs . 


GENERAL 


American Marketing Association elects Ross M. Cunningham president for 1947 . 


INDUSTRIAL MARKETING 


How Elgin National Watch Co. is searching for new markets for the war- 
born synthetic sapphire industry 


MANAGEMENT 


John Allen Murphy’s concluding article on decentralization describes the 
divisional setup of sales organizations . 


The Carborundum Co. revamped its sales organization in 1943 to give 
district managers more authority; herewith a report on its operation . 


PUBLIC RELATIONS 


United Air Lines is working closely with schools and colleges to develop 
air-minded youth into an air-minded adult citizenry 


SALES CAMPAIGN 


What are the requisities for selling insurance over-the-counter? Answer: 
Good location and newspaper advertising says D. W. Frisbee agency . 


SALES PROMOTION 
Cuff notes on current merchandising movies 


Door-openers for the jobber salesmen who sell degreasers made by Gray- 
Mills is a list of 36 business papers and extensive direct mail 


DEPARTMENTS AND SERVICES 


Advertisers’ Index. . . . .. . 103 New Books for Marketing Men . 
Campaigns & Marketing. . .. . 67 News Reel . 

Coming Your Way ...... 56 Promotion 
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an Understudy” for Kate Smith... 


When “Kate Smith Speaks” moved from noon to II a.m. in Washington, D. C. during 
the Daylight Saving months, WTOP was put on the spot... with the job of replac- 
ing high Hooper-rated Kate with a local origination. It was a tough challenge. 
But we loved it. Because it gave us a made-to-order chance to prove a point. 
We took our cue from Kate Smith. She had delivered a large quota of news at 
noon. And listeners liked it. So we gave them“News at High Noon”—complete 
with WTOP’s capital trimmings. Smart? Our show chalked up the highest noon- 
time rating in Washington...commanded 90% as large a share of audience as 
“Kate Smith Speaks” had garnered during the peak season (Dec. 1945-April 1946). 
To underscore the point we want to make, an advertiser listened to one of the 
first broadcasts...signed a contract...and kept a check on ratings during the 
show’s summer run. With this result: when Kate Smith “bumped” his program out 
of the midday time period, he moved with it to a new spot on the WTOP schedule. 
The story of our “understudy” for Kate Smith backs WTOP’s claim of a special 
skill in building local programs for Washington. If you’re after more business in 


Washivgton, ask us or Radio Sales about WTOP’s capital programming. 


WT0 Por only 50,000 watt station 


: , COLUMBIA OWNED + REPRESENTED BY RADIO SALES, THE SPOT BROADCASTING DIVISION OF CBS 


WITH OFFICES AT NEW YORK, LOS ANGELES, SAN FRANCISCO, DETROIT, ATLANTA, CHICAGO 


SOCIETY OF BETTER HUMOR. 


Radio comedians these days are enough to turn you 
against corn for life. If you listen to the same stations we 
do, the (alleged) humor consists of variations on these 
themes: Crosby’s horses, Sinatra’s physique and Hope’s 
nose. You will be relieved to learn that some of our 
better (we must have missed them while dial-fidgeting) 
comics are up in arms about repetitious jokes, pirating 
of material and other abuses. So incensed are they that 
they've formed. The National Laugh Week Foundation. 
This organization, made up of gag writers, comedians, 
et al, is designed to lift the level of humor from its present 
slough of despond, thereby raising both the standard and 
the cost of your idle laughter. 


About a year ago these pioneers, who began in a smaller 
way, tried to insinuate some of their group, as advisors, 
into various agencies which handled big-name problems. 
It didn’t work. The agencies’ account executives, with 
maddening indifference, quietly buffed their nails and 
murmured something like, “Aw, your Grandfader’s 
mustache!” 


After rebuff had been crowned with rebuff these gentle- 
men to whom your laughter is a deadly serious matter— 
their bread and butter contingent upon same—decided 
upon a less circuitous route to their destination. Instead 
of detouring around by Pittsburgh they agreed to gun 
for home via the shortest road. ‘The National Laugh 
Week Foundation was born with such personages as Lee 
Shubert, Brock Pemberton, Stanley Walker, Rupert 
Hughes and Bernard Sobel as godfathers. 


Even then things didn’t quite fall as manna from 
Heaven. Someone decided that to get things off to a flying 
start it would be nice if President Truman gave his 
blessings to National Laugh Week. Accordingly one 
member was dispatched to the White House to convey 
this idea to the place’s resident. He got as far as Ross 
and Connelly who said the president was a very busy 
man and had ne time to laugh. 


The Foundation thought this was a short-sighted atti- 
tude. If, they said, the solid citizens couldn’t have meat 
or scotch they might at least be allowed the privilege of 
an occasional new joke to ease the rough spots. The 
Foundation used up its entire treasury ($4.40, contributed 
by Brock Pemberton) trying to get the Presidential ear by 
phone. ‘That failing, it looked around for another ear and 
settled on one belonging to Senator Meade, of New York. 
He thought the idea was bully and was all prepared to 
endorse it until a Gubernatorial bee flew in. 


Undeterred, the Foundation has set up a Humor Hall 
of Fame. Cards have been mailed to radio editors, amus-- 
ment page editors, columnists and personalities, urgins 
them to nominate distinguished humorists and comics. Ry 
this simple expedient the Foundation hopes to open the 
public and agency eye to the difference between real 
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humor and some of the who-was-that-lady stuff which 
clutters up the ether. 


The Foundation tells us that contributions from its 
members are solicited only when it has a definite project 
such as the Humor Hall of Fame. 


The other day comic Henry Youngman, first member 
to underwrite a campaign for more laughs, together with 
Frances Langford and Jon Hall, presented a plaque at 
Radio City to the photographer of the Best Laugh Picture 
of the year. 


Too many people, apropos of the photography, think 
of the radio as the sole conveyor of humor, according to 
the Foundation. It aims to reward outstanding laugh 
provokers in the “Seven Laughing Arts’’—stage, screen, 
radio, literature, dance, art and music. 


Little by little the Foundation feels that it will make 
felt its mark on all of these arts—its objective is to raise 
the comedy standards of each. 


One member, who. was promptly dropped from the rolls 
as being un-serious, suggested that the operators answer 
the Foundation’s telephone, “National Laugh Week 
Foundation, ha, ha.” There’s no place in the Foundation 
for such light-hearted demeanor. 


INDIAN HALLMARK 


When the inhabitants of what is now Dubuque, and 
points west, were pushing Pacific-wards, the Indian’s 
hallmark was—try to ask the man who owned one—a 
neat hemstitching around the white man’s dome. Times 
have changed. Your aboriginal first-citizen now confines 
his mark to silver. And any blood which he draws occurs 
on the rare occasion of cutting a pinky—his own—with 
a chasing knife. 


SQUAW SQUAWKS . .. were heard when Eastern manufacturers 
pirated her designs. Now she has a hallmark to protect them! 


SALES MANAGEMENT 


*A fact, established by an independent survey. 


The Portland auto supply trade is rate local reporting, comprehensive 


not alone in this regular readership of national and world-wide news, under- 
The Journal. This same survey reveals _ standing local columnists and top-flight 
that The Journal is read, regularly national features. Little wonder The 
by 9 out of 10 persons employed in Journal is today, as it has been for 


Portland’s four other major distributive years, Portland’s favorite newspaper, 


businesses, (foods, drugs, building offering advertisers the largest peace- 

materials and electrical appliances). time circulation in its history... both 
Most important to you is the fact daily and Sunday! 

that The Journal is this market’s most 

potent consumer medium...it reaches 


more families in the Portland Trading Tu t 


Area than any other daily newspaper 


They depend on The Journal for accu- J 0 iy R ) A L 


_, Only Afternoon Newspaper 
in Oregon’s Only 
Metropolitan Market 


Me PORTLAND, OREGON 


Member Metropolitan and Pacific Parade Groups 


Represented by REYNOLDS-FITZGERALD, Inc., New York, Philadelphia, Chicago, Detroit, San Francisco, Los Angeles, Seattle 


NOVEMBER 10, 1946 . 


Sv 


° 


*,.. but Pve just gotta 


have that old copy of 
SALES MANAGEMENT!’ 


Maybe this has happened to you. 


Maybe some information you needed—and in a 
hurry—was in a back issue of SALES MANAGE- 
MENT, but nobody in your office knew where 
the issue was, and you couldn't wait for the pub- 
lishers to mail a copy (if they had any left.) 


If you're interested in the best possible answer to 
this problem, we can help you out .. . with the 
same solution used by our own staff. 


SALES MANAGEMENT has available a num- 
ber of special reinforced black leather binders for 
filing back issues. Each of these will hold thirteen 
copies of SM (a six month's supply), protect them 
fully from wear and tear and make them easily 
accessable at a moment's notice. The name 
SALES MANAGEMENT is gold stamped on 
the back of each, and their appearance is a 
credit to any office. 


Our own staff, after trying any number of differ- 
ent binders, has found these ideal in keeping back 
issues available for ready reference. 


The price is $2.50 each and your order will be 
filled promptly. 


Sales MANAGEMENT 


386 Fourth Avenue, New York 16, N. Y. 


Since the 1870’s Indian silver jewelry, hand-made by 
Navajo and Pueblo Indians, has been built into a $10 
million business. When machine-made imitations began to 
flood the market, Uncle Sam, who tries to protect the 
Indian since he’s lost the art or become too civilized to 
protect himself, banned the offering of such imitations as 
the genuine article. Crafty Pale Skins managed to get 
around the ban, and the Indians—who had taken to read- 
ing the home decoration magazines their college progeny 
brought home—found their own protection in the form 
of a hallmark. 


Like the original of the English goldsmiths’ guild, 
the hall mark is the property of an Indian guild—the 
United Indian Traders Association—with headquarters in 
Gallup, New Mexico. Gallup is a center for Indian 
silversmiths and the U.I.T.A. numbers women as well 
as men among its craftsmen. 


When a brave—or a squaw—joins the guild he gets 
steel dies to stamp the mark on his products. The cost 
is nominal—the obligations are stiff. He has to adhere to 


€ 4 is at 


A TOMMYHAWK ONCE .. . now it's a chasing knife with 
which the Indian braves leave their mark. His silver jewelry 
sales would buy a Reservation and a 1947 car too. 


association standards that set the fineness of his silver, 
prohibit any machine methods in making his products; 
his molds and castings must be the original Indian kind 
and the turquoise and other ornamental stones forming 
part of his jewelry must be the real thing. 


What makes the Indian’s market is, of course, his 
original designs and his hand work. What protects him 
against his scheming white brother is his hallmark. Its 
the guarantee to a customer that he’s getting no imitation. 


Try to copy that hallmark and you might wake up 
with a neat hemstitching job around your dome! 


SALES MANAGEMENT 


HERMAN A. FELLMAN is named 
manager in charge of chain store 
sales of the Chas. H. Phillips 
Co. Division of Sterling Drug, Inc. 


ARTHUR S. MILLER is the new 
sales manager, Domestic Appliance 
Department, Toastmaster Products 
Division, McGraw Electric Co. 


RICHARD M. SCANLON, new ad- 
vertising manager of Prima Prod- 
ucts, Inc., N. Y. C., and of Waverly 
Products, Inc., Bridgeport, Conn. 


NOVEMBER 10, 1946 


RANDALL M. DUBOIS has been 
appointed the director of European 
operations, a newly created posi- 
tion, for Prince Matchabelli, Inc. 


NEWS 
EEL 


WARD R. SCHAFER is named gen- 
eral sales manager of Ideal Indus- 
tries, Inc., electrical and mechanical 
industrial equipment manufacturers. 


WILLIAM C. BIRD is elected presi- 
dent of the Pro-phy-lac-tic Brush 
Co., succeeding John L. Johnston, 
new board of directors chairman. 


TRISTRAM DUNN is appointed 
general advertising manager of 
Northam Warren Corp. for the com- 
pany's export and domestic lines. 


J. F. FERGUSON has been elected 
vice-president of the General Box 
Co., Chicago, Ill., and is manag- 
ing sales at company headquarters. 
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Why men seldom leave home 


Three minutes away from his trim, 
tidy house there’s a Minnesota lake 
where bass and pike streak through 
blue waters to take the fisherman’s 
lure. 


Thirty minutes from his doorstep 
is pheasant country, where grain- 
fattened birds strut among the frosty 
corn shocks on autumn mornings 
and rocket suddenly before the 
hunter’s gun. 

Three hours from home on sleek 
modern highways, and he’s deep in 
the virgin wilderness where deer 
and moose glide through the green 
shadowy forests and pause, curious 
at their first sight of man. 

Is it any wonder that Minnesotans 
are ‘“‘stay-put’”’ folks? This way of 
life, so good and so satisfying, at- 
tracts and holds people of high in- 


telligence and literacy. It fosters 
skill and stability. It makes Minne- 
sotans ideal people to live with and 
work with. 


If you are a manufacturer whose 
profits depend largely upon a stable, 
highly productive labor force of un- 
usual ability, you’ll findamong Minn- 
esotans workers well qualified to meet 
your needs. The state’s industries 
range all the way from heavy goods, 
such as Minneapolis-Moline’s line of 
power equipment and farm imple- 
ments, to small packaged products 
like Lavoris, Burma Shave and Hilex. 
One of America’s best known engi- 
neering firms says, ““The great asset 
of Minnesota is the unique skill and 
intelligence of its people.” 


A million of these stable, able 
Minnesotans live in the Twin Cities 


metropolitan area, another hundred 
thousand in Duluth at the “‘head of 
the lakes.’’ Many others live and 
work in the fine, progressive small 
towns which dot the state. If human 
skill and dependability are important 
in your business, look for them here. 

Write us and we'll tell you more. 
Or better still, come in person and 
see this Minnesota way of life in 
action. We think you'll be back 
again. Soon. 


MORE THAN 


900,000 Sunday 
400,000 Daily 


in the 
Paul Bunyan Market 


Minneapolis Star « « « Minneapolis Tribune 


EVENING 


JOHN COWLES ¢ President 


MORNING & SUNDAY 
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1915-1919 © 


ese United States did declare a War, 
hich was provoked by our many Enemies 
bbroad, and did engage in Relentless 
Rattles until Victory was accomplished. A 
Mr, Volstead did introduce to Congress 
1 Bill which forbade the sale of Spirituous 
Liquors. Abbreviated trousers known as 
Knickerbockers” became fashionable 
among the Male Citizenry. Also, a fear- 
ome device called “Radio” was perfected, 
ut certain men of science did declare its 
se might affect tides and hamper the 
Flight of our Feathered Friends, the birds. 
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ittle strokes fell great oaks, 
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1915 
Willard Storage Battery Company 
Quaker State Oil Refining Corporation 
Kohler Company 
Stetson Company, John B. 
Cutler-Hammer, Inc. 
Raybestos Division, The, 
ybestos- Manhattan, Inc. 

McQuay-Norris Mfg. Co. 
Hygienic Products Company, The 
Schrader’s Sons, A.., 

Div. of Scovill Manufacturing Company 
New Departure Division, _ 

General Motors Corporation 
Robinson Reminders 
Silex Company, The 
Nashua Manufacturing Company 


1916 
Tide Water Associated Oil Company 
Eversharp, Inc. 
Simmons Company 
Goodall Fabrics. Inc. 
Warner-Patterson Company 
Hastings Manufacturing Company 
Universal Pictures Co., Inc. 
Warner Brothers Pictures, Inc. 
Aluminum Company of America 
Corning Glass Works 
Hamilton Reach Company, Division 
of Scovill Manufacturing Company 
Pmerson Electric Manufacturing Company 
Delco Appliance Division, 
General Motors Corporation 
Pullman Company, The 
Wilson and Company, Inc. 
United-Carr Fastener Corp. 
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General Tire & Rubber Company, The 
P nt Division, 

-ever Brothers Company 
California Packing Corporation 
Standard Brands Incorporated 
Hood Rubber Company 

Division of Goodrich Company, The B. F. 
Swank, Inc. 
National Battery Company, 

Gould Commercial Division 
Lee Company, Inc., H. D. 
Diamond T Motor Car Co, 


918 
Phileo Corporation 
AC Spark Plug Division, 
n ereral Motors Corporation 
orists’ Telegraph Deliv: 
Association, Inc. maad 
Clipper Belt Lacer Company 
International Conespondence Schools 
Owens-Illinois Glass Company 


Faber Pencil Co., Eberhard 

American Mutual Liability Insurance Company 
919 

American Stove Company 

Parker Rust Proof Company 

Ronson Art Metal Works, Inc. 


Nunn-Bush Shox Company 
Coleman Com, any Inc., The 


International Nickel Cc 
al Nic ompany, Inc., The 
Ray-0-Vac Company x ; 
National Beard of Fire Underwriters 
California Prune & Apricot 

Growers Ass’r 
Life Savers (, Pp 

* . * 


May is yesterday's pupil, 


~ 1920-1924 


ee 


A Depression did occur in the year 1921. 
However, Prosperity soon returned. Wit- 
ness that Citizens did squander over one 
million dollars merely to attend a Publick 
Brawl between one Mr. Dempsey and a 
Mr. Firpo. Females now were granted the 
privilege of voting with their Male Bet- 
ters. Some adventurous souls did defy an 
ancient curse by opening King Tutankha- 
men’s Tomb. Also, The Saturday Evening 
Post now offered Advertisers the oppor- 
tunity to embellish their messages with 


f dn ws “want,” ay 
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1920 
Lincoln Division, Ford Motor Company 
United States Gypsum Company 
Budd Company, The 
Minnesota Mining and 
Manufacturing Company 


1921 

Chevrolet Motor Division, 

General Motors Corporation 
Squibb & Sons, E. R. 
Kraft Foods Company 
Caterpillar Tractor Co. 
Black & Decker Mfg. Co., The 
United Motors Service Incorporated 
Hickok Manufacturing Co., Inc. 
Estate Stove Co., The 


1922 
All-Year Club of Southern California 
Fisher Body Division, 

General Motors Corporation 
Metropolitan Life Insurance Company 
Sealright Co., Inc., The 
Weco Products Company 
Californians, Inc. 

Seiberling Rubber Co. 

Clark Grave Vault Co., The 
Jantzen Knitting Mills 

Lane Company, The 

Bulova Watch Co. 

Loew's Incorporated 

National Ice Public Relations, Inc. 
Orange-Crush Company 


1923 

Crosley Corporation, The 

Simoniz Company, The 

General Motors Corporation 

Commonwealth Shoe & Leather Co. 

Stanco Incorporated 

Norwich Pharmacal Company, The 

Johnson Motors, Division of 
Outboard Marine & Mfg. Co. 

Hollingshead Corp., R. M. 

American Brass Company, The, 
(Subsidiary of Anaconda Copper 
Mining Company) 

Canadian National Railways 

Linkman & Co., Inc., M. 

Longines-Wittnauer Watch Company, Inc. 

Burgess Battery Company 


1924 
Rutland Fire Clay Company 
Pennsylvania Grade Crude Oil Association 
Wander Company, The 
Pennzoil Company, The 
International Harvester Company 
Perfect Circle Company, The 
Frigidaire Division, 

General Motors Corporation 

Nicholson File Co. 
Zenith Radio Corporation 
Zonite Products Corporation 
Amity Leather Products Company 
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The Sleeping Fox catches no poultry. 
Up! Up! 


DS ZB. 
=N -. 1925-1929 


Unhappily, an illegal traffick in bootleg 
spirits did flourish and armed thugsknown 
as “gangsters” did cause the Colonies 
more woe than Indian uprisings. Aerial 
travel progressed mightily when a Mr. 
Lindbergh soared across the Atlantic. In 


this era of great 
Wealth & Prosper- 
ity, the Post did 
celebrate its 200th 
Anniversary. Be it 
also recorded, that 
awesome Talking 
Pictures did perplex 
& amuse the Pub- 
lick. President Cool- 
idge informed Var- 
ious & Sundry:“I do 
not choose to run.” 
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Keep thy shop, and thy shop will 
keep thee, 


* e 
1925 
Ethyl Corporation 
Servel, Inc. 


Celotex Corporation, The 
Scripto Mfg. Co. 
Eagle Knitting Mills, Inc, 


1926 
Iron Fireman Manufacturing Co. 
Talon, Inc. 
Sterling Drug, Inc. 
Easy Washing Machine Corporation 


1927 
McGraw Electric Compan: 
(Toastmaster Products Division) 
Kaywoodie Company, The 
(Div. of Kaufman Bros. and Bondy) 
Belden Mfg. Co. 
Hawaiian Pineapple Co., Ltd. 
Sinclair Refining Company, Inc. 
Republic Steel Corporation 
Eversharp, Inc. for 
Magazine Repeating Razor Company 


International Cellucotton Products Company 


Alligator Company, The 

Truval Manufacturers Inc., Division of 
Publix Shirt Corporation 

Inkograph, Inc. 


1928 
Plymouth Motor Corporation 


Brown & Williamson Tob:cco Corporation 


Kendall Refining Company 

De Soto Motor Corporation 

Parke, Davis & Company 

Lovell Mfg. Co. 

Chris-Craft Corporation 

Minnesota Valley Canning Company 


1929 
Greyhound Lines 
Noblitt-Sparks Industries, Inc, 
Young Inc., W. F. 
General Shoe Corporation 
Canada Dry Ginger Ale, Inc. 
Wildroot Co., Inc. 
Hormel & Company, Geo. A, 
Lavoris Company, The 
Masonite Corporation 
Gulf Oil Corporation 
Chrysler Corporation 
Carrier Corporation 


This list is limited to advertisers appearing in The Saturday Evening Post 10 or 
more years and spending $10,000 or more during any one of the last five years. 


Successful Advertisers Concentrate in 


THE SATURDAY EVENING POST 
Where Feople Concentrate on Advertising 


Si wa 


a, 1930-1937 


A Terrible Panicswept the Country. Banks 
closed their doors, and a Bonus Army did 
march upon our Capitol. Mr. Roosevelt 
promised a “New Deal,” and there was 
established forthwith a host of Agencies 
with alphabetical titles. Idle citizens sat 
atop flagpoles or did pursue an aimless 
pastime known as Miniature Golf. 
Throughout these troublesome times, The 
Saturday Evening Post did welcome many 
f. 


« ies who had faith in the 


future. 
* a 


One Man may be more cunning than another, 
but not more cunning than everybody else. 
. . * 


1930 
Telechron, Inc. 
Bostitch, Inc. 
Sylvania Electric Products lncorporated 
Schalk Chemical Co. 
Continental Oil Company 


1931 
Freeman Shoe Corporation 
a 
( g-Warner Corporation) 
Morris & Co. Ltd., Inc., Philip 
Pyroil Company 
John Hancock Mutual Life Insurance, 
‘0. of Boston, Mass. 
United Air Lines, Inc. 
Sealed Power Corporation 


1932 
Vick Chemical Company 
Schick, Incorporated 
Heublein & Bro., Inc., G. F, 
American Airlines, Inc. 
Murine Company, The 


1933 
New England Mutual Life Insurance Company 
Railway Express Agency, Inc. 


1934 
Northwestern Mutual Life Insurance 
Company, 
Manning, Maxwell & Moore, Inc. 
Morrell & Co., John 
National Life Insurance Company of Vermont 
Bank Life C 
“‘Sanforized” 
Proctor Electric Co., 
Division of Proctor & Schwartz, Inc. 
Stern, Inc., L. & H. 
Coolerator Company, The 


y 


935 
Shell Oil Company, Inc. 
Botany Worsted Mills 
Semler, Inc., R. B. 
Jacobson & Sons, Inc., F. 
1936 
Association of American Railroads 
American Gas Association 
Liberty Mutual Insurance Company 
1937 
Lincoln National Life 
Insurance Company, The 
Central Manufacturers’ Mutual Insurance 
pany 
Weyenberg Shoe Mfg. Co. 
> . + 


A good example is the 
* best sermon, 
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ULD YOU LIKE... 
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AN EXTRA MEAD 
ON YOUR SHOULDERS ?? 


YOU MAY RENT this unusual 
25-year executive experience and use 
it as a confidential part of your own 
organization: 

General Manager 

General Sales Manager 

Public Relations Director 

Sales Training Director 

Advertising Director 

Advertising Agency Owner 
Nationally known public speaker; 
author of eight books; magazine 
writer; educator and lecturer. 


COUNSEL in all phases of Dis- 
tribution . . . Sales, Merchandising, 
Advertising, Sales Promotion, Sales 
Training, Public Relations . . . on 
Wholesale, Retail, Manufacturing, 
and Mail Order levels. 


On what subjects would you like 
help? Use this Check List: 


* National Sales Operations 

Departmental Organization 

Sales and Market Research 

Middle Management Training 

Dealer-Distributor Service 

Recruiting of Salesmen 

Selection of Salesmen 

Salesmen’s Equipment 

Sales Stimulation 

Sales Letters & Bulletins 

Reports and Forms 

Sales Manuals 

Sales Training Courses 

Retraining and Refreshing 

Presentations & Portfolios 

Catalog Modernization 

Sales Meetings and Clinics 

Public Speaking Hints 

How To Use Direct Mail 

How To Use Advertising and 

Sales Promotion 

* Public Relations for Employees, 
Distributors, Dealers, and Con- 
sumers. 


Write or telephone... 


HARRY SIMMONS 
Sales Consultant 
Hotel Beacon, 2130 Broadway 
New York 23, N. Y. 
(Telephone: TRafalgar 7-2500) 
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BY T. HARRY THOMPSON 


An illustrator for a ‘Thermos 
Bottle ad was the first to put bras- 
sieres on mermaids. And spoil the 
view. 

o 

Allan Hovey tells me about the 
circus barker who held the crowd 
spielbound. 

o 

An optician is now an “‘opthalmic 

dispenser.” Hey-hey! 
oo 


“If you can’t think of any other 
way to flatter a man, tell him he’s the 
kind of man who can’t be flattered.” 
—Today’s Woman Magazine. 

e 

Nir—‘Your dog got fleas?” 

Wit—‘No; he’s just giving him- 
self the F-N Test.” 

. 

Solecism Section: “Into this gift, a 
Rensie Watch, goes so much love and 
tenderness and hope.” 


Maybe Serutan should sponsor 
Jimmy Edmondson, who is known as 
“Prof. Backwards.” 


. 

Orthoepy Dep't: The dictionary 
says it’s pronounced DIFtheria, not 
D1 Ptheria. 

. 

Jim Gallagher says he heard a big 
crowd of the harmony-men working 
the other night, outside one of the 
night-spots . . . suggested they form 
a club: “Alcoholics Unanimous.” 


“An appendicitis-operation often 
costs poor people $300 to $500. What 
this country needs is a good 5-cent 
scar.’ —East Falls Bulletin. 

- 

Allan Converse likes this Kordite 
slogan: ‘‘World’s best clothesline 
from pole to pole.” 

e 

Terry Armstrong sends a Celanese 
folder describing a ‘“‘posture-chair for 
little sitizens” (a child’s toilet-seat, 


moulded of Lumarith). Pertinently, 
it is grouped under “End Uses.” 


Driving from Philadelphia to 
Windermere, Muskoka, Canada, 
Walt Ziege noticed a number of signs 
reading: “Dew-Worms For Sale.” 
Then one turned up showing the 
sales-touch: ‘“Milk-Fed Dew-Worms 
For Sale.’ Walt wonders if the fish 
can tell the difference. 


Slogan for an  adding-machine: 
“Bought by people who count.” 


HEADLINE PARADE 
“Who's with onions?”’—State of the 
Union, Pulitzer Prize Play. 


You can fly it “with vour feet in your 
pocket.” —Ercoupe. 


How to cure your car of parking its gum. 
—RPM Motor-Oil. 


You always have a new car in the palm 
of your hand.—Simoniz. 


Home Sweet Homicide. — Title of 20th 
Century-Fox film. 

Putting on Hubbard 
A yer. 


Ayer’s.—Harriet 


Young Mother Hubba Hubbard.—Taylor 
Instruments. 


It’s just the thing for skinjuries—Un- 
guentine. 
e 


Bernard Lundy clips a war-bond ad 
with a house-of-cards as the illustra- 
tion, and “Could this be your house?” 
as the headline. Bern comments: 
“Couldn’t be mine. No joker.” 


I liked the following from John 
O’Brien’s Washington Background 
column in the Philadelphia Inquirer 
enough to lift it bodily: 

A Washington newspaperman was 
having a cocktail with a trio of Gov- 
ernment officials recently returned 
from Rio de Janeiro. 

A friend of one of the officials 
stopped at the table and asked what 
he was doing in Washington. 

“Oh, just looking over the amoe- 
ba,” the official said. 

‘““Amoebae,” corrected the news- 
paperman, who prides himself on his 
Latin. 

“No, no. You bought the /ast 
round. Let me buy,” the official pro- 
tested. 


When American nylon outdistanee:! 
Japanese silk, it was enough to make 
the silk-worm turn . . . turn green 
with envy, that is. 
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”...060 


on your dial” 


Since the days of crystal sets, 
\\ .E.A and F have been call letters 
of the station which now becomes 


W NBC. 
WNBC has had a distinguished 


career since it went on the air, 
August 16. 1922. Its power then 
was 500 watts—and a modest num- 
ber of fans listened with earphones 
clamped on their heads. Now its 
power is a full 50,000 watts—and 
literally millions hear the greatest 
shows in radio. — 


“This is NBC... The National 
Broadcasting Company” 

In 1926 WEAF was purchased by 
the Radio Corporation of America, 
and incorporated by its parent 
company under the name of the 
National Broadcasting Company, 
Inc. It became the first station of 
America's Number One Network 
—Number One in length of service, 
and Number One in listener popu- 
larity through all the twenty years 
since its founding. 


“,..to provide the best 
programs” 


In announcing the operation of 
WEAF by NBC, promises were 
made: 

“... the purpose will be . . . to provide 


the best programs available for broad- 
casting in the United States.” 


“... the new broadcasting company will 
be an instrument of great public service.” 
For two decades, the American 
radio audience has associated the 
fulfillment of these ideals with NBC 
programs. 

Now it is fitting that the first station 
of NBC is made standard-bearer in 
name as in performance. 


“You are tuned to 660...” 
Today, cireumstances have made 
it possible more surely to identify 
a great station with a great network. 
‘Now, after the famous three chimes 
that are the signal for NBC pro- 
ims, listeners will hear the ob- 
susly right name for the first of 
’ stations broadcasting them: 
u are tuned to 660... WNBC 


the National Broadcasting 


‘.ompany in New York.” 


‘OVEMBER 10, 1946 


WEAF becomes W NBC 


November 2, 1946, marks a new identification for a great station. 
For more than 24 years, the name of that station has been WEAF. 
Now WEAF becomes WNBC . . . to help the radio audience identify 
more easily, more quickly the source of great NBC programs. 


It's W NBC for the greatest shows in radio... 


~ e 
. a* 


. 
and where they re heard—at 660 on the listener’s dial. 


REPRESENTED BY NBC SPOT SALES §0,000 wW. 
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MOTION PICTURES 
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ONLY IN LOS ANGELES 


APPAREL 


FURNITURE 


es 


FOOD PROCESSING 


Bis 


NINE PREDOMINANT 
INDUSTRIES give the 
mighty Los Angeles in- 
dustrial oak nine main 
branches. No other city 
in America can equal 
this diversified growth, 
which is so vital to a bal- 
anced economy. 


Under the wide-spread 
branches of the Los An- 
geles “indus-tree” you 
will find as many indus- 
trial workers and as 
many factories as in all ' 
the other cities of Cali- ' 
fornia combined. There 
are sound reasons why 


see ek. © 


<y/ 


AIRCRAFT 


ZED 


AUTO ASSEMBLY 


¥, 


REFINERIES 


———_ 2 


OIL WELL EQUIP. 


labor and management 
prefer to locate here, in 
the first city of the West 
..the third retail mar- 
ket of the Nation. 


Let us give you the com- 
plete Los Angeles story. 
Write for our brochure, 
offered free to execu- 
tives, or address special 
inquiries to our indus- 
trial engineering staff. 
No obligation, naturally. 
* 


Note: A ag industry, ac- 
cording to U. S. Census Bureau, is 


product annually. Los Angeles is 
the only American city with nine, 
based on pre-war output. 


one with more than $25,000,000 of 


NAME 
ADDRESS 
CITY, ZONE, STATE 


Los Angeles City-Owned 
DEPARTMENT OF WATER AND POWER 


207 South Broadway, Los Angeles 12 
"Serving the water and power needs of 1,805,687 citizens” 
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Aside to oledo’s Frank She 
burne: Many thanks for that gene: 
ous 5-lb. tin of Michigan hone, 
There'll be a hot-cake time in the ol: 


town tonight. 
e 


“125 Flee Fumes At Tioga Arms.’ 
—Headline. B.O.? 


Nit—‘Like the South?” 
Wit—“‘Solid, Son!” 


Inserting the word “yes” in a com- 
mercial gives the sponsor an oppor- 
tunity to repeat, like a broken record, 
what he just said. Maybe the late 
George Washington Hill thought 
that one up. 

a 

Henry Obermeyer clips a_ soil- 
plasma ad with the line: “Will re- 
store brown spots on your lawn,” 
comments: “I had trouble enough get- 
ting rid of the brown spots on my 


lawn.” 
7 


As a promotion, WOR sent 6 beer- 
coasters stamped: ‘“‘Placeiton WOR.” 


Writing of the late Chan Pollock, 
George Sokolsky said: “Nearing three 
score and ten, he never grew old. For 
age lies not in the graying of hair, 
the rounding of shoulder, nor even in 
a crotchety pain here and there. Age 
is in the mind and spirit. 

“He whose mind is buoyant and 
flexible, whose personality responds to 
the times, whose thinking plays upon 
the chords of a thousand subjects, is 
not old. He may be mature; he may 
be mellow. He may, indeed, be ex- 
perienced and wise; but he has not 
grown old. And if to his other virtues, 
he adds a fighting spirit, a punch that 
is always ready for a righteous cause, 
then eternal youth is truly his.” But 
not in the advertising business, 
George. 

+ 

New goo said to grow hair ought 
to produce the nation’s No. | cover- 
crop. 

7 

“Seasoned”? campaigner: Sen. Pep- 
per. 

a 


Who remembers Judicious dA dver- 
tising, published by Lord & Thomas, 
predecessor of Foote, Cone & Beld- 
ing? 

oe 

Henry Wallace, it now occurs to 
me, thought the old nursery-rhyme 
was: ““Appease porridge hot, appease 
porridge cold.” 

e 

Hint to. garbage-collector: Your 

slop is showing. 
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DON AMECHE 
in the role or Alexander Graham Bell, 
in “The Story of Alexander Graham Bell”, 
a Twentieth Century-Fox Production. 


The Detpets Sows 
Pictorisi Magazine 


aones <i , 
ote Secue 


»-¥. 


PUBLISHED AND LOCALLY EDITED FOR 14,000,000 FAMILIES 
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VEMBER 10, 1946 27 


RADIO 
KIST 


SANTA BARBARA e¢ CALIF, 


HARRY C, BUTCHER AND 
STAFF 


TELEPHONE 4000 
TWX S BAR 7389 
BENJAMIN FRANKLIN 
BUILDING 


Sixth Richest Per Capita 
Market in the United States 
The Quality Station 
in A Quality Market 


Affiliated With National 
Broadcasting Company 
250 Watts 1340 KC 


National Sales Representative: 
Joseph Hershey McGillvra, Inc. 
New York, Chicago, Los Angeles, 
San Francisco 


When far-off places beckon, Dal- 
lasites want to know, where is the 
best place to go? Where is it 
cold? Where is it mild? How do 
yoy get there? What is there to 
do and see? What shall we wear? 
For the answers to these impor- 
tant questions, Dallasites turn to 
the colorful and complete Travel 
and Resort Section of The Dallas 
Times Herald. This section is a 
year ‘round guide for Texans of 
when and where to go, and how 


to get there, 
‘enienh J 
THE DALLAS 


TIMES. 


HERALD 


DALLAS’ GREATEST NEWSPAPER 
Represented by 
THE BRANHAM COMPANY 


FTC Restricted 


What is the effect of the court 
decision setting aside FTC’s or- 
der against selling under the 
multiple basing point system? 


When the U.- S. Circuit Court 
of Appeals at Chicago set aside the 
FTC order against use of multiple 
basing point system of marketing in 
the cement industry, it made the 
first judicial decision on this subject, 
and set up several signposts which 
undoubtedly will affect future FTC 
policy. For instance, the Court re- 
viewed the recent decisions of the 
U. S. Supreme Court in the Corn 
Products Refining Co. and the Sta- 
ley Co. cases dealing with price dis- 
crimination under the _ Robinson- 
Patman Act, and distinguished them 
from the cement case. Then the 
opinion specifically approved the 
practice of freight absorption in 
quotation of delivered prices. 

“The Commission’s order,” said 
Circuit Judge J. Earle Major, “pro- 
poses to make supreme the advan- 
tage of a mill selling in the terri- 
tory where it has a freight advan- 
tage, and to make its disadvantage 
so great when selling in a competi- 
tor’s territory as to practically pre- 
clude it from entering that market. 
In fact, the advantage and disad- 
vantage would no longer be natural 
but artificial. The restraint 
which the Commission professes to 
discern, effected by freight absorp- 
tion, is insignificant as compared 
with that which would result if each 
sold only in its own backyard, as the 
Commission would have them do.” 

This opinion, delivered last month 
as a result of a complaint filed in 
1937 and an FTC order entered in 
July of 1943, definitely _ restricts 
FTC in future price policy inter- 
pretations. The Court said the ques- 
tion of illegality of the basing point 
price system “rests clearly within the 


| legislative domain.” 


_ Advertising Test Case 


Is the FTC industry-wide code 
proposal actually in effect? 


Groundwork is being laid for the 
first tryouts of this FTC policy in 
two “guinea pig” industries. On 


Nov. 7, FTC called in all firms 


manufacturing household dyes to 
write an industry-wide code and es 
pecially to define acceptable advei 
tising practices. This resulted fron 
an FTC complaint against Park & 
Tilford charging misleading advei 
tising of its “Tintex” and the com 
pany’s resultant protest that action 
against it would leave its competitors 
free to use comparable promotional 
methods. FTC will try to get the 
entire industry to agree on an ac- 
ceptable code, instead of dealing with 
them on a company-by-company basis. 
Then, offenders will be prosecuted in- 
dividually. The cosmetic industry 
will be the second test group. 


Government Reports 
Is it true that the U. S. Cham- 


ber of Commerce is seeking to 
take over the Government’s busi- 
ness statistical activities P 


A special committee of the U. S. 
Chamber of Commerce has issued a 
report criticizing aspects of the Gov- 
ernment’s statistical service and sug- 
gesting that in many instances Gov- 
ernment should utilize _ statistics 
gathered by trade associations and 
other business agencies in order to 
avoid the long delays between as- 
sembly and release of most of the 
Government reports. It emphasizes 
the necessity of timeliness and adapt- 
ability to changing conditions in 
business . statistics. It commended 
Government reports as a means of 
checking on inventories, sales, prices, 
employment and payroll volume, but 
proposed a closer working arrange- 
ment between Government statisti- 
cians and business and trade organi- 
zations. The suggestion has had a 
favorable reception in some parts of 
the Department of Commerce. 


Records Disposal 


Can we now dispose of OPA 
price, cost, sales records which 
the Government required? 


Copies of all records, reports and 
other documents which were re- 
quired under OPA regulations must 
be retained until July 1, 1947, un- 
der current orders from OPA. The 
records which should be kept for ex- 
amination by OPA (if requested) 
are limited to those which were °e- 
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RAMATIC pictures and spoken words com- 
D mand attention! Your story is both seen and 
heard when you train the field-proven Illustravox 
sound slidefilm way. Trainees learn 40% faster, 
remember 25% longer. 

You can depend on IIlustravox for all your train- 
ing needs because it’s made by the industry's 


pioneers and field-tested and proved by America’s 


Compact— 
easy to carr) 


Double the impact of your 
training story with Illustravox 


Your story is SEEN 


industrial leaders. Portable, trouble-free and easy to 
operate, Illustravox assures maximum two-way 
effectiveness at minimum expense. 

Put Illustravox at the head of your training plans 
and reap the benefits in better trained, more efficient 
employees and better public relations, greater profits, 
too! The Magnavox Company, Illustravox Division, 


Dept. SM-11, Fort Wayne 4, Indiana. 


Over 75% of all sound slidefilm equipment now in use is Illustravox 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE Ma ma@w@OxX comPANY «FT. WAYNE 


MAKERS OF 
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FINE RADIO-PHONOGRAPHS 


THE LID IS OFF! 


mort FLIGHTS 


’ 

mort envsoo 
ae EEO! 
saan no tO Norn Mf 
prior! 


THAT’S WHY an ever-increasing number of same- 
day deliveries are now being made between many 
towns and cities in this country. 
REDUCED RATES include special pick-up and 
delivery in all major U. S. towns and cities. Rapid 
air-rail schedules between 23.000 off-airline com- 
munities. 

FOREIGN SERVICE 
Direct service by air to and from scores of foreign 
countries. Many are served overnight. 


for it at any Airline or Railway Express office. 


il 


To Many Points in the U.S. 


AIR SPEEDS up to five miles a minute — one thousand miles in less than four hours 
- that’s how fast your shipments go in the great new planes in use today! 


RATES CUT 22% SINCE 1943 (U.S. A.) 


mates | 2 ths. | 5 tbs. | 25 tbs.| 40 tbs. — 
149 | $1.00 | $1.00] $1.00] $1.23] 3.07 
349 | 1.02| 1.18] 230| 368] 92% 
s49 | 1.07| 142] 384| 6.14] 15.35< 
1049 | 1.17] 1.98| 768| 1228] 307% 
2349 | 1.45| 353| 1765| 2824] 7061 
pad 1.47] 3.68| 18.42| 29.47] 73.68 


INTERNATIONAL RATES ALSO REDUCED 


problem. 


WRITE TODAY for the Time and Rate Schedule on Air Express. It contains 
illuminating facts to help you solve many a shipping 
Division, Railway Express Agency, 230 Park Avenue, New York 17, N. Y. Or ask 


KRESS 


GETS THERE FIRST 


Air Express 


Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 


quired to be made or maintained 
while controls were in effect. 


Battle Between the States 


Will the Supreme Court act 
on the freight rate controversy? 


The Supreme Court has agreed to 
decide the freight rate conflict be- 
tween various sections of the U. S. 

This was brought to a head by the 
claim of the Southern states that 
Northern factories could ship their 
goods into the South more cheaply 
than Southern companies could ship 
North. The ICC ordered a cut of 
rates in the South and West of 10% 
and raised them 10% in the North. 

However, three Federal judges 
kept the ICC order from going into 
effect until a decision was reached 
by the Supreme Court, either to 
hear an appeal brought by nine 
Northern States, six New England 
governors and 33 railroads, or to 
freeze the present rate system. 

The high court is expected to make 
a new over-all ruling that will 
modify the rate laws one way or 
the other. In either case, the decision 
will make a difference in marketing 
plans for firms situated both North 
and South. 


Excises in for Scrutiny 


What is the prospect of elimi- 
nating or reducing the wartime 
excise taxes on “luxury” items in 
the next Congress? 


One answer to this question is a 
recent statement by Joseph J. O’Con- 
nell, Jr., General Counsel of the 
Treasury Department, whose views 
have considerable weight in shaping 
tax legislation: “It seems likely that 
the excises will come in for careful 
scrutiny in the development of the 
peacetime tax structure. Mlanufac- 
turers and distributors will, of course, 
seek the repeal or reduction of excises 
on specific commodities in which they 
deal in order to increase their sales. 
But in a general revision of excise 
taxes, changes will have to be made 
with due regard for revenue needs 
and the relative importance of various 
taxed commodities to the maintenance 
of a prosperous economy.” 

The House Ways and Means Com- 
mittee definitely will hear and con- 
sider arguments next year for modi- 
fication of the excise taxes. Best bet 
is for distributors and manufacturers 
to be prepared to show the effect on 
Government revenue from elimination 
of excises, the effects which would 
result from various levels of excises. 
and the corresponding effects upon 
distribution and manufacturing enter- 
prises. 
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SIGNIFICANT TRENDS 


As seen by an editor of SALES MANAGEMENT for the period ending November 10, 1946 


ECONOMISTS GO OUT ON A LIMB 


The economists of the country seem to be in fairly 
general agreement about the course of business for the 
next two years. 


Pattern, as they see it: a rise in the wholesale price 
level—another 8 to 10 points—before turning downward ; 
the turn down to begin shortly after mid-year 1947; a 
recession in production and employment starting before 
the end of next year which will be about halfway be- 
tween “mild” and “moderately serious,” and to last a 
little less than a year. 


Such is the composite of three recently conducted polls 
of economists. 


Seventy-two non-Government economists were polled 
by Thomas S. Holden, President of the F. W. Dodge 
Corp. On coming price advances their replies average out 
to a 5-point increase between August 24 and the end of 
this year, and a 10-point increase between this August 
and the 1947 peak, which they expect “before the end of 
next year.” Consumer goods, according to their average 
opinions, will turn down during the Spring of 1947, 
building materials about the middle of next year, and 
other durable goods in the second half of next year. T'wo- 
thirds of them expect the down-swing in consumer goods 
to last less than one year, and more than half expect it to 
last less than 12 months in building materials and durable 
goods. 


Twenty-five Government and non-Government econ- 
omists met privately in Washington a fortnight ago and 
came up with these conclusions: The price index will go 
up another 7% points, say the Government men, 10% 
according to non-Government experts. The price peak 
will come in the 1947 second-quarter according to Wash- 
ington, in the third-quarter say the private enterprisers. 
The break in production, both agree, will come within 
three months, after the price peak is reached. Half of 
those present expect a drop of more than 30 points in the 
F.R.B. Production Index, while the other half expect 
something less. The peak of unemployment will be be- 
tween + and 5% million, and the price drop will be 
between 10% and 15%. 


_ Thirty economists, a mixture of Government and non- 
Government, were polled by Newsweek. They say that 
rising prices will level off during the first quarter of 
1947, and will turn downwards in the third quarter. The 
Bureau of Labor Statistics cost of living index will go up 
another 5 points only. 


FILE—BUT DON'T FORGET 


Out in Detroit at the meeting of the American 
Mark eting Association, panel experts put themselves out 
on a limb by trying to call the turn on specific commodi- 
ties. he seller’s market is almost over now on truck and 
tractor tires, and will last until the Spring of 1947 on 
Passenger tires and other rubber products. On refriger- 
ators it will continue to the end of 1947 and possibly into 


NOVEMBER 10, 1946 


the early part of 1948. It is over now for cheap, inferior 
types of furniture, and will last only until the Summer 
of 1947 on better grades. 


The guesses summarized above represent the country’s 
most authoritative economic opinion. I suggest that you 
study their predictions now in connection with your own 
future planning—and that you then tear this page out 
and put it in the tickler for six months ahead. There is 
much talk about the need for national planning. These 
predictions may prove whether or not it is feasible to 
base national programs on the forecasts of economists. 


The New York World-Telegram carried a six-inch 
display ad in its October 28th edition, headed, ‘Free! 
New Royal Typewriter (Deluxe, Portable) to anyone 
who may offer information leading to purchase of $1,000 
worth of used office furniture or office machines.” The 
advertiser, a well known New York City dealer, went on 
to say that his stock is depleted to such an extent that he 
is willing to pay extremely high prices even if he must 
re-sell without profit. It’s hard to see any signs of a 
coming bust when retailers are as desperate as that. But 
of course busts don’t wait until every industry is stock- 


.piled up to the ceilings. 


Some businessmen rate the remarks of waiters and taxi 
drivers above those of the economists. Tip trends are not 
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GRAPHIC BY PICK S. mY » 
Leading economists believe that the index of wholesale prices 
will probably go another ten points higher, and that the re- 
sultant drop will probably be something under 30 per cent. 
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bullish at present. A Portland, Ore., waitress summed it 
up for a Wall Street Journal reporter. ‘““The four-bit 
pieces are disappearing, and the dimes are showing up 
under the saucers.” 


WHY NOT ANTICIPATE THE WORST? 


Everyone knows the seller’s market won't last forever, 
although the time is uncertain, and will differ, industry 
by industry. It is later than a lot of executives think. If 
competitive advantages other than price are, to be built, 
the time to step up the tempo is now. 


At the Boston Conference on Distribution, Marvin 
Bower of McKinsey and Co. recommended a five-step 
program: (1) Review product performance—to make 
sure that your product does a better job for the customer, 
and that the better job is recognizable by the customer. 
(2) Overhaul customer service—to make sure that the 
line is complete enough, offered on a basis of adequate 
convenience. (3) Brand acceptance—gearing of adver- 
tising and promotion immediately to competitive standards. 
(4+) Pricing review—an overhauling in the light of all 
competitive advantages your product offers, instead of 
following the traditional practice of basing prices on costs 
alone. (5) Overhaul of selling. 


On this fifth point Mr. Bower listed 10 steps for pro- 
gressive distribution management: (1) Resetting of sales 
territories; (2) realignment of the sales job; (3) sharp- 
ening of selection techniques and the recruiting of a larger 
sales force; (4) training of new, and retraining of ex- 
perienced salesmen; (5) developing new incentive com- 
pensation plans for salesmen; (6) reappraisal of market 
potentials for the better targeting of sales efforts; 
(7) market-by-market review of distributor and dealer 
representation; elimination of weak distributors and 
dealers; selection of new and more effective representa- 
tion; (8) overhaul and improvement of sales promotional 


bet youd It to know her Name/ 


. 
THE UMION FORK & HOE COMPANT 
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Believers in brand names have a multiple selling job to do. 


More understanding is needed within the immediate family, 
among wholesalers and dealers, and in the general public. 
Here one big hardware company takes pages in color in 
Hardware Age to sell not only its own branded products but 
those of Stanley, Plumb, Carborundum, Yale and others. 
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material, dealer helps, etc.; (9) stepping up of advertising 
effectiveness, including the development of sharper sales 
appeals; (10) review of the plan of sales organizati: 1, 
and provision for the selection and training of more 
effective sales supervisors and executives. 


THE BEST TEST OF SALESMANSHIP 


I always get a big kick out of speakers who face a 
hostile audience and then through a combination of per- 
suasiveness and personality succeed in breaking down the 
barrier. A couple of weeks ago at the convention of the 
National Association of Broadcasters in Chicago, the 
youthful Charles R. Denny, Acting Chairman of the 
Federal Communications Commission, got up to speak 
before a thousand broadcasters who were boiling mad over 
the FCC report, ‘Public Service Responsibility of Broad- 
cast Licensees,” commonly called the Blue Book. 


The Blue Book, as interpreted by the industry, is a 
violation of the First Amendment which guarantees free- 
dom of speech. ‘The Government Commission, in brief, 
tells broadcasters that many stations have become too 
commercialized, that a reasonable amount of time, in- 
cluding some time in the desirable parts of the broadcast 
day, should be devoted to sustaining programs, that a 
broadcaster should devote a reasonable amount of time to 
local live programs, that ‘radio should not content itself 
with being simply an entertainment medium, leaving it 
to the press and the movies to keep the American public 
informed on the important issues of the day. 


Broadcasters took the criticism very much to heart 
because the FCC holds the power of life and death over 
them, inasmuch as broadcasting licenses are granted on a 
short-time renewal basis instead of in perpetuity. 


So Mr. Denny had very few friends in the audience 
when he started to talk. Since the report was distributed 
he and his colleagues had been called some bad names by 
leaders of the industry and it would not have been sur- 
prising if he had assumed a belligerent attitude; instead, 
he started out by mentioning the fancy names which 
industry spokesmen had called the Commission—‘‘stooges 
for the Communists, obfuscators, intellectual smart-alecks, 
professional appeasers, guileful men, astigmatic perverters 
of society.” Halfway through the list he got to laughing 
so hard that he had to stop momentarily, and at the end 
of the listing he had nearly everyone in the audience 
laughing with him. The names just didn’t seem to fit 
that type of individual. 


Then he reviewed step-by-step the various points in the 
Blue Book and explained them. At the end, he received 
the biggest round of applause accorded to any speaker 
at the four-day convention. 


The best salesmen are not all in private industry, but 
it’s too bad that not more of them are in public life. ‘There 
would be fewer tensions in international relations, for 
example, if our own statesmen and those of the other 
great powers had Mr. Denny’s ability to laugh off ex- 
aggerated statements instead of getting so mad. 


Later in the day Mr. Denny was helped immeasurabl) 
in his desire to raise the standards of radio broadcasting 
by William Paley, Chairman of CBS, who made 4 
courageous “let’s face it” talk in which he admitted that 
much of the criticism against radio was valid. 
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Beginning with the Spring 1947 season 
Botany Mills women's wear fabrics will 
be limited to a group of 24 top-flight, 
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stable production throughout the year. 


Botany Worsted Mills has added 
something constructively new to the 
marketing of fashion merchandise and 
the wool industry as a whole. Mark- 
ing the first program of its kind by 
a single large mill, Botany has 
adopted a Coordinated Selective Dis- 
tribution Plan. 

Beginning with the Spring 1947 
season, all Botany fabrics for 
women’s wear will be limited to a 
selected group of 24 apparel manu- 
facturers in the major fashion-pro- 
ducing centers of the country. These 
producers represent a_ cross-section 
of manufacturers specializing in 
women’s, misses’, children’s, and in- 
tants’ clothing, and they will produce 
a complete range of non-competitive 
lines, each one of which is already 
nationally distributed under an _ es- 
tablished brand name. 

he new program, Botany man- 


agement points out, means distribu- 
tion to a number of top-flight, style- 
minced manufacturers. Botany owns 
no part of the manufacturers’ busi- 
nes -the manufacturers own no 


part of Botany. 
hotany s president, Colonel Char- 
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MANUFACTURERS’ NAMES are given equal prominence in combi- 
nation labels used in merchandise made of Botany Brand Fabrics. 


les F. H. Johnson, characterizes the 
inauguration of a program of selected, 
restricted distribution as the final 
phase of a policy which has been in 
process of development and comple- 
tion for the past 15 years. It is put 
into effect, he says, to overcome the 
hazards and losses, with accompany- 
ing peaks and valleys of employment 
and production, to which the wool 
textile industry has been subjected as 
the result of the highly seasonal na- 
ture of the markets to which it 
caters. 

Botany at the present time manu- 
factures either independently or 
through a selected group of produc- 
ers, men’s neckwear, bathrobes, ho- 
siery, sportswear, knitting yarns, re- 
tail piece goods, and lanolin cos- 
metics. 

A contract involving production 
and delivery of more than $50,000,- 
000 worth of woolen and worsted 
textiles during the next seven years 
has been signed between Botany and 
H. Daroff & Sons, Inc., clothing 
manufacturers in Philadelphia. One 
of the largest, if not the largest con- 
tract in the history of the textile- 


clothing industries, it represents one 
phase of the peacetime program for 
production and distribution of the 
Botany ‘500” Clothing, manufac- 
tured exclusively by the Daroft com- 
pany from fabrics produced by 
Botany Mills. The Botany ‘500” 
line is branded merchandise handled 
by retailers under franchises and na- 
tionally advertised jointly by the 
fabric and clothing manufacturers. 

Botany “500”, Mr. Daroff says, 
is now handled by 1,133 clothiers, 
located in 1,155 cities, who will sell 
650,000 suits, topcoats and overcoats 
in 1946. With increased fabric sup- 
ply and additional facilities, it is ex- 
pected that production for 1947 will 
reach 1,000,000 units. Present pro- 
duction represents an increase from 
117 distributors and 200,000  gar- 
ments in 1942 when the presént pro- 
gram was put into effect. 

Colonel Johnson, in outlining the 
new plan of Coordinated Selective 
Distribution of women’s wear fab- 
rics, states that contracts will be made 
from season to season on the basis 
of mutual agreements which include 
a provision that in woolens and 
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THE MAN ON THE COVER: 


Colonel Charles F. H. Johnson, 
President of Botany Worsted Mills: 


“Botany’s Coordinated Selective Distribution Plan is a further step 
in Botany’s plan to insure itself stable production throughout the 
year and to furnish its converting customers and the public with 
brand-name merchandise of guaranteed quality. 


“The program, which distributes Botany’s women’s wear fabrics 
to 24 apparel manufacturers, is no new or sudden development. It 
represents a further progression in a program which has been in 
process of development for more than a decade. Previously, Botany 
had undertaken the production in its own plants, or through selected 
customers, of a wide range of products ranging from men’s clothing 
to knitting yarns and lanolin cosmetics. 


“Our Coordinated Selective Distribution Plan does pot represent 
a policy of so-called ‘integration.’ It is a purely cooperative plan, 
renewable each season, under which Botany and our selected cus- 
tomers work in the closest harmony to produce fabrics, colors, and 
apparel styles which have the widest public demand. Through this 
cooperation in other divisions of the business, including neckwear, 
mufflers, men’s robes, knitting yarns, men’s hosiery, and Botany 
lanolin cosmetics, we have proven that the plan results in marked 
economies in production, distribution, and sales costs. All of these 
economies are passed on to the ultimate customer. 


“We are in a continuing era of high material and production costs. 
There is an increased demand for merchandise which represents in- 
trinsic values of wear, service, and quality, as represented by style 
and appearance. All of our selected customers are known in their 
fields for the integrity and selling values of their products. By 
joining our forces, we combine the traditional reputation of Botany 
as a style and quality producer of fine woolens with standards of 
fashions and tailoring which are not excelled, at prices within reach of 
the great middle purchasing group.” 


worsteds the selected distributors 
specialize in Botany materials. 

Here is how it will work: 

Each apparel manufacturer in the 
selected group will work with Botany 
in advance of each season, designing 
a collection of fabrics and colors best 
suited to their specific requirements. 
This will provide a close and advan- 
tageous relationship of the mill with 
the makers—just as the French Cou- 
ture has always had it—in the de- 
velopment of fabrics suited to spe- 
cific style needs. 

Botany management confidently 
expects that as a result of this co- 
ordination between mill and garment 
producers, new fabrics, new finishes, 
and new colors, which will fit into 
price ranges within the reach of mil- 
lions, will be introduced seasonally. 

The apparel manufacturer’s name 
will be given equal prominence with 
Botany’s. Combination labels will be 
used in all merchandise made in 
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“Botany” Brand fabrics. 

The advantages to the manufac- 
turer: 

1. He will have fabrics styled to 
his specific fabric needs. 

2. He will receive a_ steady, 
planned flow of fabrics. 

3. He will be able to plan a regu- 
lar and accurate cutting program. 

4. He will be able to give better 
service to the retailer—on original 
orders and on re-orders. 

5. He will have unvarying fabric 
quality which means closer control 
of tailoring standards—adds value to 
the finished product. 

Each of the trade-marked garments 
will be sold under a joint identifica- 
tion label, emphasizing the quality of 
the fabric and the tailoring and fit 
of the garment. 

A series of fashion and fabric 
clinics will be held at pre-season in- 
tervals. The first one was held at 
the Waldorf-Astoria Hotel October 


2nd. Colonel Johnson presided at the 
luncheon and meeting, and the pro- 
gram of production, sales, and ad- 
vertising was explained by Charles 
F. H. Johnson, Jr., vice-president and 
general manager. 

In discussing the advantages of the 
new sales arrangement to the apparel 
manufacturers present, Colonel John- 
son emphasized that it was not part 
of any so-called vertical or “integra- 
tion” movement. 


Voluntary Cooperation 


“This coordinated distribution 
plan,” Colonel Johnson pointed out, 
“is an entirely voluntary cooperation 
arrangement entered into between 
ourselves, the mill, and our selected 
customers. . . . Any service we 
can render you, our selected custom- 
ers, in sustained quality of product, 
and in low prices compatible with 
that quality, lessens sales resistance to 
your product, and in doing that, les- 
sens sales resistance to our product. 
Your problems are our problems, and 
it is the purpose of this meeting to 
explore them and to find remedies 
for them where we can. ... We want 
our management, our operations ex- 
ecutives, and our sales staff to know 
you personally and to familiarize 
themselves with your requirements.” 

Botany salesmen, some 16 or 20 of 
them, will not do any selling in the 
new distribution setup. All highly 
skilled and trained in textile know- 
how, they will act as account execu- 
tives for their customers, the associ- 
ates of the Coordinated Distribution 
Plan. They will act as liaison officers 
in expediting proper and needed de- 
liveries in colors, textures, etc., to 
meet the manufacturers’ cutting and 
shipping requirements, thus avoiding 
idle cutting tables and sewing ma- 
chines and bottlenecks which delay 
production and lead to cancellations 
on the part of retailers. They will be 
in close touch with Botany sales man- 
agement and, in effect, will be gen- 
eral trouble shooters for the apparel 
manufacturers. 

Botany’s Research Department 
will be placed at the disposal of the 
selected group of apparel manufac- 
turers, and Botany account execu- 
tives will link closely all Botany 
products, maintaining a high and unl- 
form quality, promoting joint brand 
names with a progressive campaign 0! 
education, promotion, and advertis- 
ing. They will be active in expanding 
Botany’s Market Research Depart- 
ment and in coordinating all of the 
accounts handling Botany Fabrics. 

Botany, the largest national adver- 
tiser in the wool industry, will de- 
vote its 1947 promotional and edu- 
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cational program to outlining the 
advantages in economics and fashions 
of its Coordinated Distribution Plan. 
Emphasis will be placed on the peace- 
time need for trustworthy brand 
names, in both garments and fabrics. 

Women’s service magazines with 
millions of readers, and style-leader- 
ship fashion magazines will carry the 
news of fashion in Botany Brand 
Fabrics. Directed by Sterling Adver- 
tising Agency, the news will be 
spread among groups of women in 
every income group — over a 12- 
month schedule to produce a steady 
year-round demand for fashions in 
“Botany” Brand Fabrics. The pro- 
gram will include every phase of 
modern promotion and advertising 
technique and will reach’ every 
family in the United States. 


How Retailers Will Benefit 


How will the new distribution plan 
be of benefit to retailers? 

It will provide a guaranteed prod- 
uct, normal mark-up, steady selling, 
guaranteed deliveries—ability to plan 
stocks, consumer demand, fair compe- 
tition, style diversification, powerful 
selling helps, closer relationship of 
retailer, the manufacturer, the mill. 

The program, Botany management 
points out, gives the retailer some- 
thing more to sell than just a suit, 
a dress, a coat. It combines two na- 
tionally advertised brand names with 
a sound merchandising and advertis- 
ing program behind them. 

There will be no change in regular 
retail buying methods. Buyers will 
continue to buy as they always have 
bought. The one big difference is in 
the stabilized year-’round timing, plus 
the addition of two brand names that 
have immediate consumer recognition. 
The routine, Botany management 
points out, will be simple. Honor 
Roll manufacturers’ salesmen will 
call on the buyers. Store personnel 
will give them a hearing; promotion 
departments will tie in with Botany’s 
advertising-promotional program. 

A definitive manual outlining the 
purposes and advantages of the Co- 
ordinated Selective Distribution Plan 
is now being distributed to retailers 
throughout the country. 

For all account executives of the 
Coordinated Distribution Plan and 
all associates of the plan, Botany has 
prepared an impressive portfolio, 14” 
x 1734”, printed in gray, yellow, and 
cerise, which outlines in detail the 
entire plan. This portfolio is also 
given to Botany account executives 
to acquaint them with the apparel 
manufacturers’ responsibilities as they 
relate to the plan. It is also used by 
the selected group of apparel manu- 
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facturers in Clinics and sales meetings 
to verse their salesmen in the wide 
possibilities of the plan. 

The consumer will benefit substan- 
tially in that fashions of Botany 
Brand Quality Woolens will be avail- 
able in the complete range of styles 
throughout the year. Every fashion 
will be plainly identified with a com- 
bination label. The store name will 
forge the last link to the consumer— 
will guarantee fabric quality, top styl- 
ing, fine workmanship, sound value. 

A number of apparel manufactur- 
ers who attended the first Botany 
clinic October 2nd reported that they 
had already received hundreds of re- 
quests from merchants throughout the 
country, whom they did not sell, ask- 
ing for their lines and explaining that 


they handled Botany Brand men’s 
clothing, sportswear, robes, or other 
products. 

“Botany will continue to expand 
its advertising,” Colonel Johnson 
says. “It will promote the products 
of its customers which it regards as 
an integral part of its own organiza- 
tion. We are planning to hold con- 
ferences at proper seasonal intervals 
during which our distributors will re- 
view their problems and discuss our 
future joint operations. Out of these 
conferences we hope to build a co- 
hesive, closely-integrated mechanism 
which will serve retail merchants and 
the public with products of high 
quality and value at a cost which will 
make them available in the widest 
and diversified consumer markets.” 


Vice-President and 
General Manager of 


Botany Mills: 


Charles F. H. Johnson, Jr., 


“We shall work in advance of each season with each individual 
customer, tailoring fabrics and colors to his needs from the production, 
styling and price-range standpoint. Our research laboratories, which 
are among the most complete and modern, if not the most modern, 
in the wool textile industry, will be at our customers’ complete dis- 
posal. We believe that, in our business, our future is founded in the 
laboratory and developed by expert processing of what we discover 
there. The same facilities which guarantee long wear and fast colors 
to our textures can be used in determining scientifically any disputed 
values of completed garments. 


“Botany products are sold in thousands of retail stores throughout 
the country and in as many as 10 or more departments in the same 
stores. This new development strengthens and adds to the retail 
merchant’s line of Botany products with their wide consumer 
acceptance. 


“We are expanding our sales research department to more ade- 
quately meet the requirements of our customers. By pooling all of our 
information, we can render a service which, we believe, will establish 
a new basis for the scientific development of women’s ready-to-wear 
markets in market areas, in price ranges, and in styles. 


“We realize this is a pioneer movement. But, Botany is used to 
pioneering. We believe that a little more pioneering and a little less 
adherence to long-established tradition is good for any business and is 
especially salutory in the wool textile industry. At least, we have 
found it so.” 
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‘D-\ REFRIGERATOR 


DUAL-TEMP 


Why Admiral Unveils Dual-Temp 
With Region-by-Region Showings 


Based on an interview with W. C. JOHNSON ©* Manager of Field Activities, Admiral Corp. 


Output is not yet enough to stock 8,000 dealers simultane- 
ously, so Admiral is launching its sales program in a series 
of 76 consecutive distributor-dealer meetings. Within 24 
hours after each unveiling every dealer in the sales district 
receives a demonstration refrigerator for his showroom. 


Admiral Corp., as almost all other 
manufacturers of domestic appliances, 
has faced extreme difficulties in re- 
turning to full-time peace production. 
Steel and other basic materials have 
been short. Strikes have tied up parts 
suppliers. For want of a piece of 
copper tubing, a bit of plastic or a 
screw the production line has been 
forced to stand still time and time 
again. 

At long last, however, Admiral 
found itself in position to put samples 
of its Dual-Temp refrigerator in the 
show rooms of a part of its distribu- 
tors and dealers. It could not supply 
them all, straight-off, so it was de- 
cided to do the next best thing. In- 
troduction would be piece-meal, by 
sales districts sectionally. 

Seventy-six distributors and ap- 
proximately 8,000 dealers will intro- 
duce the Dual-TVemp to the Nation. 
The decision was made to hold 76 
meetings starting in 
the Northeast, distributors in each 
territory calling in their dealers for a 
meeting, a dinner and an unveiling. 
The first meeting—for New England 
dealers—was held in Boston early in 
September. 


progressively, 
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Similar meetings followed in east- 
ern cities. Cleveland was reached on 
October 3, Chicago on October 29. 
Meetings along the West Coast fol- 
low in November and in the deep 
south, in November and December. 
Home office representatives are pres- 
ent at each meeting, but the meeting 
is in the hands of the local distributor. 
Each meeting takes approximately an 
hour and a half. Stép by step it un- 
tolds in this manner: 

1. Introduction. The distributor 
says something like this: You are all 
here to get the answer to one big 
question: When are you going to get 
Dual-Vemps? The answer is ; 
right now! At this very moment our 
trucks are being loaded with Dual- 
l‘emp refrigerators. By tomorrow, or 
the next day at the very latest, each 
of you will have a sample of the seven 
or nine-foot Admiral Dual-Temp re- 
Tl igerator. 

2. Comparative demonstration of 
Dual-Temp vs. a conventional re- 
trigerator. For this demonstration two 
refrigerators, one a Dual-Temp and 
the other a conventional model, are 
sealed for 10 days prior to the meet- 
ing. The same foods are sealed in 


each; for instance, a cake is cut in 
two and half of it placed in each. ‘The 
mayor or some prominent citizen cuts 
the seals and opens each refrigerator. 
The foods are then exhibited and 
tasted to prove the point of superior 
Dual-Temp performance. 

3. Presentation of advertising and 
promotional material. Local news- 
papers are used to invite the public 
to see floor samples. Sample advertise- 
ments, to be run on a cooperative 
plan, are presented. A sales talk, later 
to be put in the hands of each dealer- 
salesman, is given. This is devised to 
convince the prospect that it will be 
wise to wait for this “first all-new, 
modern, post-war model .. . the only 
refrigerator with these special fea- 
tures.” The talk informs the prospect 
that “more than $1,000,000 has been 
spent on dies and other special equip- 
ment to manufacture it.” The cards 
are laid on the table, telling why de 
lays in getting into production have 
been unavoidable . . . strikes in plants 
of suppliers, materials shortages, and 
the story of the bottle-necks found in 
licking reconversion. 

4. Showing of sound films. Th 
announcement is made that an elab- 
orate sales training film, taking 1|> 
minutes to show, will be available 
all distributor organizations. It is also 
announced that meetings will be a 
ranged later to show it to deal 
salesmen in all territories. “The fi! 
is then shown. After the presentati: 
a handy sales training book ill 
trating the points brought out in t! 
film, to refresh salesmen’s memori 
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is offered as “now available.” 

Each dealer attending the meeting 
finally is given a kit which contains 
the “work” of the meeting and sam- 
ples of various sales and promotional 
pieces entitled ‘““Admiral Dual-Temp 
Arrival Promotion.” Pockets in the 
folder-kit contain a variety of tools 
and materials to be used during the 
campaign. Among these are: 

A Sales Training booklet, “The 
story of Dual-Temp.” This contains 
24 pages, plus cover, with four pic- 
tures to each page. Caption matter 
for each picture brings out some spe- 
cial sales point as . . . no defrosting 

room for 70 pounds of frozen 
foods . . . sterilamp radiating ultra 
violet rays to kill airborne bacteria 
and retard mold growth . keeps 


bread and pastries be frozen in the 
freezing locker? A. Yes! They can 
be prepared and baked later or baked 
and stored for future use. 

C. Five-piece demonstrator display. 
A four-page folder showing: Card to 
be used on top of a display unit; two 
life-size full-color cutouts of girls, one 
holding a tray of foods, to be placed 
at each side of the display unit; a 
hinged full-color panel showing the 
freezing locker filled with a variety 
of frozen foods and another doing 
the same job for the moist-cold com- 
partment. The purpose of these is to 
help the prospect to visualize how the 
Dual-Temp will appear in her own 
home. It also provides an effective 
display without investing in perish- 
able foods. 


SUSPENSE: Admiral's product-hungry dealers are not kept waiting long. “Samples are 
now on trucks and by tomorrow or the day after will be in your stores" brings cheers 
from the audience (upper left). Then, dealers sit back and relax while Admiral's repre- 
sentative (above) shows the advantages of Dual-Temp over an ordinary refrigerator. 


The brochure "Dual-Temp Is Here" (right) invites inspection of sample and purchase 


now for later delivery. Admiral counts on complete demonstrations to keep buyers sold. 


toods moist and fresh in uncovered 
dishes. 

__B. Questions and Answers booklet. 
l’his contains 80 questions which are 
most likely to be asked the salesman, 
with the right answers to each. These 
deal largely with the mechanics of the 
unit and with questions which might 
logically be asked about performance. 
l'ypical questions, with answer, are 
(2. Will the freezing locker safely 
quick-freeze foods? A. Yes! It is the 
mly home refrigerator built today 
that quick-freezes at 15° below zero. 
{2. Can fish and game to frozen in 
the freezing locker and left for long- 
term storage? A. Yes! From six 
months to one year. Q. Can _ pies, 


NOVEMBER 10, 1946 


D. National advertising. A double- 
page spread in full color, reprinted 
as shown in Collier’s, to illustrate the 
technique employed in national media 
advertising. Also, samples of the type 
of advertising used in major market 
and local newspapers. 

E. Direct mail pieces. These in- 
clude a sample envelope stuffer, in 
two colors, well illustrated, and a 
postcard mailing inviting the prospect 
to drop in at the store to see the 
“New Dual-Temp Now Here.” 

F. A large window banner. This 
is 45x34 inches, in full color show- 
ing a happy home scene with a full 
refrigerator emphasizing the built-in 
freezing locker and the purified moist- 


cold compartment. This is printed on 
both sides to give full value whether 
viewed from inside or outside of the 
store. 

“Because of the unavoidable delays 
in getting into production we found 
ourselves with this choice,” explains 
W. C. Johnson, manager of field ac- 
tivities. ‘‘We could put our refriger- 
ators thinly into all sections of the 
country or we could do a complete 
job territory-by-territory. Of course, 
we could wait for, say, three months 
and put them out with a grand ges- 
ture after piling up warehouse stocks. 

“After consulting with distributors 
all over the country we decided that 
the step-by-step method would be 
most satisfactory. Even our distribu- 
tors in the deep south who will get 
them last tell us that we are follow- 
ing a logical course. We are anxious 
to get out all the samples possible, in 
as many places as we can, as quick as 
possible. 

“With models on display our sales 
job then resolves itself into getting 
buyers to wait until we make de- 
liveries. Our theory is that 80% of 
women will want to wait for a new 
model rather than to accept a souped- 
up 1941 model right now. As a 
Nation we have learned to wait dur- 
the war. We can wait a little longer. 

“The theme of our immediate ad- 
vertising which will appear widely 
in local newspapers will be, ‘Wait.’ 
We will say, ‘Wait for something 
new, something better.’ Then we will 
invite them into the stores telling 
them to come and to see this radically 
different and improved refrigerator 
that will be ready for them ‘soon.’ We 
think that they will wait.” 

To impress this idea in the minds 
of dealers, Admiral distributors in the 
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meetings wherever they hold chem, 
say this: 

“With demand for appliances 
greatly exceeding current supply, 
many dealers have built up waiting 
lists. In many instances substantial 
deposits have been accepted. But do 
these lists really mean anything? | 
believe that most of you will agree 
that they don’t. The average person 
who needs a refrigerator will get his 
or her name on not one but perhaps 
as many as half a dozen lists, and 
will take the first refrigerator that 
is offered for delivery. 

“Frankly, there is not much choice 
between the conventional refrigerators 
which are being made today. That 
being true, why should a customer 
wait for refrigerator A when he can 
get delivery on refrigerator B, C, or 
D? If you were to get 10 refrigerators 
tomorrow of any of the well-known 
conventional makes, I venture to say 
that you might have to run through 
as many as 50 names on your waiting 
list before being able to make delivery 
of 10 units. 

“What about a waiting list for 
Dual-Temp refrigerators? Does the 
same situation prevail? Emphatically 
not. If your sales people do the right 


kind ot selling job, a waiting list for 
Dual-Temp refrigerators can be re- 
garded as a bona fide list of prospec- 
tive customers.” 

From that point on the sales lesson 
is aimed to teach dealers and dealer 
salesmen how ot make the sale so that 
it will stick. Sometimes a bit of 
drama, sales showmanship, gets into 
the lesson. The idea is to pep it up. 
For instance: 

“Here’s a package of frozen fish 
that we put in the Dual-Temp freez- 
ing locker 10 days ago,” says the 
speaker to his dealer audience. “I’d 
hate to hit you over the head with 
this!” Stage directions in the script 
tell him to bounce the package on the 
oor. He then picks it up and tosses 
it into the audience. Next, he says, 
“Here’s a chicken that right now is 
a pretty rugged bird.” He is directed 
to bounce it, as he did the fish, and 
toss it into the audience. He goes on: 

“In the Dual-Temp moist cold 
compartment the emphasis has been 
on high humidity ... plenty of 
moisture. In the freezing locker, just 
the reverse is true. Here we have in- 
tense dry cold. As a result, ice cubes 
placed in the storage tray never stick 
together. Just look!” 


He picks up a peck or two of cubes, 
still in the tray, and bashes them on 
the floor. They bounce and fly everv 
which way. The dealers prick up 
their ears. This is drama, action! 
Something they can get their teeth in. 
It makes them remember. Men often 
forget words when they remember 
drama. 

Then, finally, when a lady has laid 
her money on the barrel head and 
has become a Dual-Temp owner... 
even though delivery may be a little 
time distant . . . she gets a final gift. 
It is a book entitled, “Your Admiral 
Refrigerator.” It has in it a chapter 
devoted to “Use and Care.” She is 
told how to get the very most out of 
her unit. Then, to make sure that she 
keeps her instruction book, 28 pages 
of carefully selected recipes follow. 
These include appetizers and _bev- 
erages, frozen salads, refrigerator 
breads, cakes and cookies, and frozen 
desserts. 

This, too, is a final touch of show- 
manship. The book is handsome, ex- 
cellently printed in color, with pleas- 
ing art. It radiates quality. Good, be- 
cause Admiral’s entire sales story is 
built round quality. 


DUAL PURPOSE DISPLAY FOR DUAL-TEMP: This is center spread of a four-page brochure which shows dealers 
how to bring out all the sales points for prospective buyers of this new refrigerator. Admiral sells at each step in 
distribution. Demand exceeds supply, but Admiral constantly stresses the importance of display and demonstration. 
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SELLING THROUGH EYES & EARS 


Cuff-Notes on Current Merchandising Movies 


The Film 


Comments 


Where to Get It 


How to Make a 
Good Impression 


Treasure from 
the Sea 


Wired for Life 


Installing Cast 


Iron Pipe 


More Power 
to You 


| 


This is perfect use of color in a !6-mm sales promotional 
film. Harris-Seybold Co. manufactures rotary presses for full 
color offset lithography. This movie reproduces faithfully the 
build-up in colors from black and white through four-colors— 
in the same way printers see it on the press. This movie is 
addressed to sales managers, advertising managers, purchas- 
ing agents and advertising agencies and others who buy 
printing. A recent Harris-Seybold survey shows many users 
of printing are not familiar with the value of offset lithog- 
raphy for sales promotional literature. So this movie helps to 
sell the final consumers on the facilities of the Harris-Seybold 
Company's product—presses. To insure a good showing, the 
company issues with each print the booklet "Now Everyone 
Can See and Hear." This shows each lithographer who puts 


on a showing, how to get the most out of the film. 


The purpose of this Technicolor movie by Walt Disney is to 
outline the many possible uses for magnesium in both con- 
sumer and industrial products. The movie, issued by The 
Dow Chemical Co., will be distributed only through the 


Princeton Film Center. 


This slide film is a down-to-the-earth story for farm audiences 
which puts over the theme “Wire once—not once a year." 
It shows farm audiences why they should insist on sufficient 
wiring, quality materials and proper current distribution when 
they electrify their farms. The film is especially adapted for 
showing to 4-H clubs, granges and other farm organizations 


as well as to utilities and agricultural schools. 


This is an educational movie, the third of a series, for water, 
gas and sewage works officials, and engineering schools. It's 


a 22-minute, 16-mm sound motion picture. 


This retail training film is designed to focus attention of old 
timers and new people alike on the importance of the right 
attitude when serving customers in department stores. It's 
a |16-mm black and white sound film produced for member 


stores by Associated Merchandising Corp. 


Harris-Seybold Co. 
4510 East 71 Street 
Cleveland 5, O. 


The Princeton Film 
Center 
Princeton, N. J. 


Construction Material 
Division 

General Electric Co. 
Bridgeport 2, Conn. 


Cast Iron Pipe Research 
Association 

122 South Michigan Ave. 

Chicago 3, Ill. 


Associated Merchandising 


Corp. 
1440 Broadway 
New York City 18 
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Young America: Receptive Minds for 
The Story of Air Transportation 


Based on an interview by Etna M. Kelley with RAY O. MERTES 
Associate Director, School and College Service, United Air Lines 


United Air Lines is working closely with schools and colleges 


in a long range program to develop an air-minded citizenry 
which thinks and plans in terms of an air world. UAL uses 


every means of communication to provide information. 


Youth is air-minded, fortunately 
for the aviation industry which—still 
young and lacking the comfortable 
cushion of tradition—needs the ac- 
ceptance and good-will of youth. 
Believing that a sound interpretation 
of all aspects of aviation to youth 
would be useful to all concerned, 
United Air Lines, Inc., through its 
School and College Service, has set up 
a comprehensive and well integrated 
program under which millions of stu- 
dents are beneficiaries. 

The program includes the distribu- 
tion of audio-visual aids such as slide- 
films and recordings, and a wealth 
of miscellaneous, or “unit” pieces. 
_ School and College Service also func- 


tions as a clearing-house for informa- 
tion on educational material available 
from other members of the aviation 
and related industries. As an instance, 
it distributes bibliographies of pub- 
lished works covering its field and 
lists of free and inexpensive materials 
on air transportation. 

United Air Lines’ current program 
was started in the Fall of 1940, 
though for a number of years before 
the company had been responding to 
thousands of requests from teachers 
and students for information, time- 
tables, pictures, maps, and other avi- 
ation materials. The decision to in- 
itiate a planned program grew out of 
the belief that the organization should 


contribute more to education than the 
mere filling of haphazard requests; 
that there should be a plan for help 
ing instructors to obtain and use the 
best aviation teaching tools available. 

Starting with one general kit fo: 
teachers of upper grades and high 
schools, the service was expanded, un 
til by early 1946, it consisted of thre 
kits: one for primary grades, one fo: 
intermediate grades, and one for high 
schools. A nominal charge of 25 cents 
was made for each complete kit. Al! 
other teaching aids and services are 
free. Though the kits were popular, 
they were also wasteful because few 
teachers used all the materials in any 
one kit. ‘They were therefore discon 
tinued, and United’s School and 
College Service now emphasizes the 
use of specially selected supplementary 
materials for each teacher. Though 
this entails a great amount of corre- 
spondence and study of the particular 
needs of students and teachers, it 
makes for higher correlation between 
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United Helps Young People 
Learn the Facts About Aviation: 


UNITED AIR LINES 


Educational Materials 
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AVEATION HANDBOOK 


Primary Teachers 


START THEM YOUNG: Kinder- 
garten and primary children like 
to build model airports, learn the 
right names for all the parts of a 
plane, eat an airline lunch. Teach- 
ers get their air legs in this guide. 
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the materials and the course of study. 

According to a spokesman for the 
line, these are some of the most popu- 
lar individual pieces distributed to 
educators : 

An Airline Map of the U. S. 
(showing sections of Mexico and 
Canada), for the bulletin board. ‘The 
map is accompanied by a sheet of sug- 
gested uses—topics for discussion, 
questions to be answered by studying 
the map, etc. 

Pamphlet, “Our New Age of 
Flight,” a discussion of our era in 
relation to previous periods, with 
special reference to changes brought 
about by improved communications. 

Chart showing history of Coast-to- 
Coast Transportation from 1856 (rail 
and stage) to the present. Suitable 
for bulletin board. 

“Free and Inexpensive Educational 
Materials,” a directory of materials 
from many sources, of which United 
Air Lines is only one. Among sources 
named are aviation magazines, the 
U. S. Office of Education, the CAA, 
and manufacturers of transport planes 
—as well as the Nation’s air lines. 
UAL revises this popular pamphlet 
every six months. 

Many students are eager for avi- 
ation careers. United answers their 
questions with the pamphlet, “Your 
Future in the Age of Flight,’”’ which 
contains information on what to study 
and how best to prepare for an oc- 


cupation in, or related to, aviation. 
For the girls, there is a bulletin on 
“How to Become a Mainliner Stew- 
ardess,” with detailed instructions. 
A United slidefilm also covers job 
opportunities. 

The pictorial materials take several 
forms. Sets of pictures, one set telling 
the history of planes, another set pic- 
turing the various parts of a large 
plane from nose to tail, with both 
external and internal views, are 
avidly collected. Color views taken 
from the air, including Kodachromes 
suitable for framing and colored post- 
cards showing various types of air- 
planes are also given away. 

To guide teachers in using the 
materials effectively, United has com- 
piled a bulletin titled ‘““‘How Repre- 
sentative Grade Teachers Are Teach- 
ing Aviation.” It is made up of re- 
ports from teachers (kindergarten 
through eighth grade) who are teach- 
ing aviation in units or as an inte- 
grated part of regular studies. Pre- 
sented in outline form, these reports 
tell how the teachers introduced avi- 
ation to their pupils; the materials 
used such as books, pictures, handi- 
crafts, and visual aids; activities 
such as scrapbooks, poster making, 
and other projects; correlation to 
vocabulary building, spelling, draw- 
ing, manual arts, arithmetic, etc. 
Actual names of teachers and their 
schools are given. 


More than 6,000,000 have seen the 
United Air Lines slidefilm, ‘Behind 
the Scenes of a  Coast-to-Coast 
Flight.” This is one of a series of 
seven UAL slidefilms distributed 
without charge through the Society 
for Visual Education. Other films 
are: “Air Transportation—Jobs and 
You; Seeing the Airport; Coast to 
Coast Geography from the Air; Re- 
search Engineering, Aircraft Develop- 
ment, Airports; Meteorology and 
Navigation ; Global Concepts and the 
Age of Flight.” School and College 
Service furnishes excellent illustrated 
teaching manuals with each film, with 
lesson plans, discussion topics and 
other suggestions for tying in with 
the subject. Other visual aids include 
glossy prints from which educators 
may make their own slides. 

UAL also pioneered in producing 
and distributing recordings which are 
available on a free loan basis through 
the Federal Radio Education Com- 
mittee, U. S. Office of Education, 
Washington, D. C. There are nine 
dramatic transcriptions, each 9% 
minutes long, and for schools not 
equipped to use such records, there 
are others which may be played on 
any school or home phonograph. In 
keeping with the line’s policy of mak- 
ing its .materials easily usable by 
teachers, there are summary sheets 
and students’ pictorial sheets as ad- 
juncts to the records. 


age 


Our New Age of Flight 


CREDIT WHERE CREDIT IS DUE: 
There's a big job to be done by 
railroads, autos, busses, as well as 
planes. United shows how planes 
and autos can prosper together; 
gives the railroads a big hand. 


GLAMOROUS JOBS: A bevy of 
disappointed job seekers won't help 
the lines’ public relations, so United 
gives students a realistic account 
of what it takes to be an airline 
stewardess, pilot, or meteorologist. 


STORIES ABOUT PLANES 
AND FLYING 


AIR PRIMER: The whole class can 
join Joan and Pat on their flight 
from Chicago to New York City. 
Weather men, mechanics, cleaners, 
pilots, become familiar to the group, 
who find a plane trip quite exciting. 
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UNITED AIR LINES 
Educational Materia 
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United Tells Its Story 
With Films and Records, Too 


ate 


A FILM-GEOGRAPHY: Air views 
show how cities really look from a 
plane. And this handbook helps 
teachers to use the film as a class- 
room tool. In addition to its printed, 
filmed and recorded materials, 
W United sponsors university scholar- 

ships to improve aviation instruc- 

a a ew tion. Fifty universities distribute 
these grants and more than 650 edu- 
cators| have already received them. 
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COMPANION PIECE: United ac- 
companies three of its films with 
this handbook which provides intro+ 
ductory remarks and explanatory 
comment. Illustrations key the text 
to the proper place in the film. 
Under the sponsorship of the CAA 
and the U. S. Office of Education, 


© RESEARCH ENG UEEERING AIR RAFT DEVELOPMENTS ArePORTS 


United joins in research to develop © MENHOROLOGY and NAVIGATION 


© GLOBAL CONCEPTS ond Tht AGE OF F 


improved methods of instruction. 


Slidefilms, phonograph recordings, 
and the movie “Of Men and Wings,” 
are also serviced on a free loan basis 
through field offices located in New 
York City, Chicago, Seattle, San 
Francisco, and Los Angeles. 

To conduct such a comprehensive 
program requires a competent staff. 
In addition to the director, W. A. 
Wheatley, and the associate director, 
Ray O. Mertes, there are three field 
representatives on the West Coast, 
one in the Middle West, and one in 
New York City. All are former edu- 
cators, as the airline management be- 
lieves such a background is necessary. 

The wealth of material offered 
would serve no purpose unless teach- 
ers knew of its existence and under- 
stood how to go about obtaining it. 
United uses several methods of dis- 
seminating such information. It has 
exhibit booths at teachers’ conven- 
tions. Its representatives visit schools 
and summer schools to keep in touch 
with groups of educators. It advertises 
in the publications which make up the 
educational press. 

The company also uses direct mail 
telling of its various offerings. A uni- 
form order blank with space to indi- 
cate the titles and quantities of 
“units” desired, and pertinent in- 
formation regarding grades, subjects, 
and name of school, accompanies many 
of the announcements and advertising 
pieces. This blank has a twofold pur- 
pose: It insures inclusion of informa- 
tion which otherwise might be over- 
looked; it gives the airline check on 
the use being made of its material. 

What is behind UAL’s compre- 
hensive and well co-ordinated educa- 
tional program? Obviously, the com- 
pany wants future customers, both for 
its transportation and freight services. 
And an air-minded youth will de- 
velop into an air-minded adult citi- 
zenry, capable of thinking and plan- 
ning in terms of an economy in which 
airports, air lines and wise legislation 
governing air affairs will be taken for 
granted. W. A. Wheatley, director of 
UAL’s School and College Service, 
recently announced two objectives for 
the future: (1) to survey the chang- 
ing needs of educators; (2) to serve 
them as fully as possible. 

“We feel that only the airlines and 
the manufacturers of aircraft and 
aviation accessories, as the productive 
sources of aviation information, can 
provide the most colorful, up-to-the- 
minute aviation materials for educa- 
tional purposes,” says Mr. Wheatley. 
“Hence, we shall continue to produce 
educational materials ourselves and to 
function as a clearing house in dis- 
covering and disseminating informa- 
tion about the best aids to aviation 
education brought out by others.”’ 
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the mailman “iat rings forever... 


The advantage of direct mail on Champion paper is its profitable 
persistence as well as its flexibility. It makes just as frequent and dramatic entries as you wish. It 
functions well in a single village, county or state, or across the nation. Champion paper is varied 
in its grades to meet these varied needs of direct mail advertising. It provides exceptional quality 
and high class printing performance in coated and uncoated for letterpress and offset, business pa- 
pers, cover, envelope, high finish postcard and wanibihie wrap, papeterie and specials. Continue to put 


vour printins on Champion paper and let the postman go on ringing the bell for your business. 
; | £ I pay i - ging ; 


t 


wher AND FIBRE COMPANY...HAMILTON, OHIO 


Manufacturers of advertisers’ and publishers’ coated and uncoated papers, bristols, 
bonds, envelope papers, tablet writing and papeterie . . . 2,000,000 pounds a day 
MILLS AT HAMILTON, OHIO...CANTON, N. C.... HOUSTON, TEXAS 
NEW YORK - CHICAGO - PHILADELPHIA - DETROIT - ST, LOUIS - CINCINNATI - ATLANTA - SAN FRANCISCO 


istrict Sales Offices 


Why Carborundum Places More Power 
In Hands of District Sales Managers 


Based on an interview by George E. Toles with 


F. J. TONE, JR. Vice-President and General Sales Manager, The Carborundum Co. 


In 1943 The Carborundum Co., 
manufacturers of abrasive products, 
seeking to obtain better co-ordination 
of its sales effort, simplified its sales 
organization. Since then the new sales 
management arrangement has been 
amply tested—it’s proved to be very 
satisfactory. 

Under the new plan, staff functions 
were instituted at the home office in 
Niagara Falls, N. Y. A sales manage- 
ment committee was formed to create 
and direct over-all sales _ policies. 
Three regional sales managers were 
appointed—and given separate bud- 
gets. The company’s eight sales terri- 
tories were split into 13 districts and 
district managers were given larger 
responsibilities. Job specifications were 
written for each member of the sales 
department. 

Before 1943, Carborundum had in 
the home office a sales manager for 
each of its major products. Under this 
arrangement each one of the district 
managers dealt with a different sales 
manager in the home office for each 
product division. Now, each of the 13 
district managers reports to one of the 
three regional sales managers, and 
they report to F. J. Tone, Jr., vice- 
president and general sales manager. 

The sales management committee— 
headed by Mr. Tone—is made up of 
these executives: Three regional sales 
managers, director of merchandising, 
director of commercial research, and 
the director of export sales. 

To replace product division sales 
managers, Carborundum divided the 
Nation into three regions and placed 
sales of all products in each section 
in the hands of the regional sales 
manager. However, these regional 
managers have their offices in the 
Niagara Falls headquarters. Duties 
of regional sales managers are: 1. To 
make plans effective at the operating 
level. 2. ‘To supervise district sales 
campaigns. 3. To interpret regular 
market conditions to the vice-presi- 
dent and general sales manager. 4+. To 
co-ordinate all activities in his region. 

Carborundum’s Eastern region in- 
cludes Boston, Buffalo, New York 
and Philadelphia. The Central region 
includes Atlanta, Cincinnati, Cleve- 
land and Pittsburgh. The Western 
region runs from Detroit, Chicago, 
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St. Louis to the Pacific Coast. 
Operating under these three re- 
gional managers are 13 district man- 
agers with sales offices and warehouses 
in Boston, New York City, Buffalo, 
Philadelphia, Chicago, Cleveland, 
Pittsburgh, Atlanta, Cincinnati, De- 
troit, and three on the Pacific Coast. 
Each of the 13 district managers is 
responsible for all operations in his 
district. The home office budgets ex- 
penses for each office after consulta- 
tion with district managers. The dis- 
trict sales ofice management is under 
the manager’s jurisdiction. Under the 
former system, the district sales office 
manager reported to the home office. 
Under the present arrangement, 
each district manager takes an active 
part -in suggesting sales, merchandis- 
ing and advertising plans. Each man- 
ager may make recommendations for 
advertising media. He is charged with 
administration of merchandising plans 
within his district. 
The district sales manager reports 


to his regional sales manager on new 
product possibilities, new applications 
for old products, and on complaints. 
He is expected to advise on ways to 
stimulate new business. 

The district manager makes recom- 
mendations for establishing distribu- 
tors and jobbers in his area. ‘This has 
led to a wider distribution of Car- 
borundum products. At present, up- 
wards of 200 distributors are han- 
dling Carborundum products. These 
distributors sell to hardware jobbers 
and in some instances direct to the 
retail hardware trade. Since the new 
plan was adopted, Carborundum’s 
sales have jumped sharply. Carborun- 
dum also has established a sales train- 
ing school for distributors’ salesmen. 

The district manager makes recom- 
mendations for additional personnel 
and promotions. He screens prospec- 
tive employes and handles the rating 
system for each salesman. Salesmen 
are rated and paid on a salary and 
bonus plan. 
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“Joe’s a born salesman—put 75 people on the waiting list in one day!” 
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THE FARMER-STOCKMAN SOUTHWEST IS FLYING HIGH 


An all-time high in productionplus the highest prices to farmers since 1920, combined to give Okla- 
homa and Texas wheat farmers a $247,726,000.00 bulge in their pockets in 1946. . . . Such record 
production results in part from nature’s goodness, in part from application of modern, time-saving 
methods of mechanized farming. . . . These same two factors have placed the Farmer-Stockman 
Southwest in the limelight as the focal point in rural aviation—a practice which got its start in Okla- 


homa, was nurtured by The Farmer-Stockman and in 3 years became firmly rooted in 15 states. 


in 1946 WHEAT 


PRODUCTION 


in FARM AVIATION 
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FLYING FARMER 


Forest Watson, Thomas, Oklahoma farmer, 
elected president of the National Flying 
Farmers association at Stillwater, Oklahoma, 
August 2. Watson flew more than 12,000 
miles in 1945-46 in aiding other states in 
setting up Flying Farmer chapters. 


THE FARMER-STOCKMAN ORLANOMA:/CITY. 


my THE OKLAHOMA PUBLISHING COMPANY: THE DAILY OKLAHOMAN — OKLAHOMA CITY TIMES — WKY, OKLAHOMA CITY 
& KVOR, COLORADO SPRINGS — KLZ, DENVER (Affiliated Management) — REPRESENTED BY THE KATZ AGENCY, INC. 
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LOOKING FOR MARKETS: To uncover evesy outlet for synthetic sapphires, 


Elgin displays its new product at a wide variety of exposition and technical meetings. 
A robot (above) hands out inquiry cards at the 1946 meeting in Cleveland of the 
American Society for Metals. Sapphire boule-splits (right) is first step in manufacture. 


Wanted: New Industrial Markets 
For War-Born Synthetic Sapphires 


Based on an interview with ROGER F. WAINDLE 
General Manager, Sapphire Products Division, Elgin National Watch Co. 


The first sales job of Sapphire Products Division, Elgin 
National Watch Co.., is to find industries to use this new 
product. The market-hunting develops in many directions: 


Laboratory research, ball pens, and phonograph needles. 


A pioneer in a new industry— 
synthetic sapphires—Roger F. Wain- 
dle, general manager, Sapphire Prod- 
ucts Division, Elgin National Watch 
Co., Aurora, Ill., finds his merchan- 
dising problem is largely a job of 
fishing for new uses. 

When the war broke out, Elgin 
National Watch had been working 
with fine sapphire jewels for more 
than 75 years. Sapphires had long 
been used by the fine watch industry 
because of their freedom from “drag,” 
their ability to take a high polish, and 
defiance of wear. War made many 
technical men conscious of the useful- 
ness of sapphires in industry. 
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A part rotating on a sapphire bear- 
ing works on and on endlessly. The 
sapphire bearing creates less drag than 
the atmosphere in which the wheel 
turns. The sapphire is second only to 
the diamond in hardness, but unlike 
the diamond, the sapphire can be 
synthesized. Moreover, synthetic sap- 
phires are slightly harder and some- 
what purer than those made by 
Nature. They are reasonably low in 
cost—the supply is endless. 

The first secret war work in which 
the sapphire was used had nothing 
to do with bearings of rotation. The 
Government was in dire need of 
micrometers so sensitive that they 


would measure closer than a ten- 
thousandth of an inch. Sapphire gages 
were very successful. 

The problem now is to find new 
commercial uses for sapphires. Al- 
ready some remarkable results have 
been obtained. In the knitting and 
weaving industry, a starting place has 
been found. Every day in the manu- 
facture of textiles millions of threads 
must be guided to the proper spot in 
the machines. Threads run through 
what are called “button guides. 
These look like buttons notched V- 
shape or with narrow slots from top 
to center. In some the slots are open 
and in others, “locked.” 

In old-time practice the button 
guides were made of the hardest 
woods obtainable. But wool and cot- 
ton threads, while apparently soft and 
smooth, have always had a polishing 
and wearing effect. The button wou! 
soon-be worn deep. With the arriva! 
of rayon and nylon and similar syn- 
thetic threads and yarns the problem 
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piled up. These cut and erode any 
substance they are passed over far 
aster than natural threads. Some may 
act almost as if they were sanded. 
Chere is one weakness in this button 
business, Mr. Waindle thinks. When 
sapphire buttons are installed he sees 
uo hope of replacements . . . ever. 

Elgin technicians already are work- 
ng on the solution of a new and 
delicate problem. A new type of sew- 
ing machine which will crochet and 
do a variety of other tricks is soon to 
come on the market. The thread will 
run down inside of a hollow needle. 
lo eliminate wear the manufacturer 
is very eager to perfect a jeweled eve 
for the needle. It will be olive shaped, 
set at a slant, very close to the point 
ot the needle. The tiny jewel will 
have to be set into the metal with a 
minute lip clamped around its rim to 
hold it tight. It will be a nice trick 
when the technique has been per- 
fected to a point where the needles 
can be produced in commercial quanti- 
ties at a satisfactory price. 


Sapphires for Ball Pens 


Another new commercial use for 
fine sapphire points comes out of the 
sound recording industry. This is 
cutting the groove tor sound track 
on film. Seven wear-points in such 
recordings make hardness of the point 
important. Such wear-proof points 
not only cut the sound into the film 
but they take it off as well. Phono- 
graph needles with sapphire points 
are already in phenomenal demand. 
There’s a new type coffee maker com- 
ing up soon. It will be equipped with 
a tiny rotor. The rotor will run on a 
sapphire bearing. 

For optical work, diamond-clear 
white sapphires are considered to be 
about 30% better than quartz. They 
are now being used for “windows” in 
cells for processing and_ irridiating 
plasmas and serums. Western Electric 
is testing sapphire for insulation. 
Dust, dirt, oil and moisture cling to 
glass or ceramic insulation parts. 
‘These are all conductors of electricity. 
When an insulator gets dirty current 
may bleed around it. In this way in- 
dustry steadily gropes for perfection. 

Elgin’s sapphire division recently 
turned out 25,000 very tiny round 
balls made of ruby-colored sapphire. 
hey will be used as ball points for 
one of the new ball-point pens which 

re just now the sensation in the pen 
irket. A red jeweled point, the sales 
romotion department of the com- 
pany thinks, would surely be a fine 
les talk in merchandising the pen. 

It is held possible that sapphires 

iy play an ever-increasing part in 

fine tooling -field. Any ordinary 
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tool starts to wear away as soon as it 
is put into use. Often, in today’s era 
of micrometric measurements, a ten- 
thousandths of an inch in tool wear 
may cause trouble and rejections. In 
this field the company has hopes of 
big business. 

In pre-war days draftsmen were 
usually leisurely workers. They put- 
tered around. Mechanical engineers 
are meticulous fellows, working for 
perfection in their drawings. Ex- 
igencies of war demanded speed. ‘The 
engineers turned to mechanical aids. 
They developed gadgets that could 


be moved around over the paper. 
Their tempers were ruffled when 
they found that the contact points 
ruptured the edges of fine lines and 
tended to smear the drawings by mov- 
ing the carbon from their pencil points 
which naturally lodged in the paper 
to make the line. It all added up to a 
smeary job. This smeariness was over- 
come by setting smooth blisters of 
sapphire into the contact points. After 
that the tool moved easily over the 
surface of the drawing without trace. 
“How do you go about the task 
of developing new uses?” Mr. Wain- 


omplete Coverage of 
ort Wayne and its 
etail Trading Area 


DELIVERED BY CARRIER SIX DAYS A 
WEEK TO 97.8% OF ALL HOMES IN 


THE FORT WAYNE CITY ZONE 


Reaches 14816 More Homes Every Weekday 
Than any other Newspaper in the Ft. Wayne Area 


FIRST IN NEWS CONTENT 
FIRST IN READERSHIP 
FIRST IN ADVERTISING 


* 
Che News-Sentinel 


Fort Wayne ‘A “Goad Evening” Newspaper 
FORT WAYNE, INDIANA 


REPRESENTATIVES: ALLEN-KLAPP CO. 


NEW YORK—CHICAGO—DETROIT 
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Ns YOUR PHYSICIAN why he doesn't 
prescribe the same medicine for every ailment—and 
why most prescriptions have several ingredients. 

Ask us why we always recommend 
the media which can work together best 


to solve our clients’ training problems. 
INCORPORATED 


815 BATES STREET 


DETROIT 26, MICHIGAN 


ee 
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PARADE The Sunday Picture Magazine . .. 3,700,000... 21 key markets 


dle was asked. ‘““We use commission 
representatives,” he said, ‘and have a 
staff of our own men calling on man 
ufacturers. We present the subject 
to technical societies. We use projec- 
tion slides and color-chrome movies. 
We try to get men with problems to 
do thinking. We are sowing seeds. 
We hope they will take root and 
grow. We talk to a lot of people and 
whenever we find something troub- 
ling some executive we ask, ‘Can sap 
phires solve your problem?’ 

“We are having research work 
done at the Battelle Memorial I[n- 
stitute, Columbus, O., and at the 
Armour Research Foundation, Chi 
cago. Battelle is concentrating on 
developing a means for the low cost 
manufacture of jewel bearings. Ar- 
mour is working on bonding sapphires 
to sapphires and sapphires to metals. 
Success by either should broaden the 
applications of sapphires to industry.” 

Synthetic sapphires, the industry 
prefers to call them “manufactured,” 
can be made in any color of the rain- 
bow. Ordinarily they are produced in 
three colors—red, white and blue. 
The white, or water-colored stones, 
are conceded to be a bit harder and 
better than the colored because they 
are purer. The difference is small. 
For some purposes color is used be- 
cause it has sales value. 


a te. 
"GIT THAR FUSTEST.. ." [he 
smiling gentleman of the picture 
is George A. Wampler who, his 
employers, Allis-Chalmers Mfg. Co., 
tell us, is their first salesman to take 
to the skies for the purpose of making 
his appointed rounds. Wampler, 4 
former China-Burma-India theatre 
fighter pilot, is attached to the com- 
pany’s Memphis office, says that 
traveling by plane to call on prospects 
and customers is a great time saver 
and costs no more than ground trans- 
portation for long trips. 
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Sign of the Black Boy 


‘From MARKET STREET, opposite to the Quaker’s Meeting House” 
in Philadelphia in 1735, Jos. Prichard, sailmaker, ‘removed to the 
Sign of the Black Boy, in the said street” ... there from “Canvass of 
diverse Textures, Naval Artists skill’d in the Art of Sail Making ... 
cut Topgallants and Royals, Spritsails, Save-Alls .. . for Brigs, Cutters, 
Sloops, Smacks, sundry Vessels . . . the width govern’d by the length 
of the Yard, Gaff, Boom, or Stay ... the depth by the height of the 


Mast. And for Lightermen also tann’d sails with Tar and Horse Grease.”? 


Getting Winp of events from all compass courses, the newspaper 
editor is the symbolic kin of the sailmaker ... on his sheets gathers 
the global gales, the faint puffs of foible and fad, the hurricane of world 


happenings or light breezes from the city blocks . . . with comics and 


features gets gusty laughter . . . editorially stirs up stagnant air, lets 


loose blasts at civic corruption or crime, blows the malefactors down 


. is a reliable weather vane pointing for the public good. 


In Puitapecpuia, The Inquirer with a cargo of more than 600,000 
of the finest families ... runs up the greatest sales for both national 
and local advertisers. Smart sellers are increasingly booking passage— 


as Media Records listings show. 


The Philadelphia Mrguirer 


Courtesy of 
Crowell-Collier 
Publishing Co, 


* BUILT TO FIT 
Collier’s Sales Story 


— looseleaf leather 
binder stamped in 
gold: another ace 
sales aid by SLOVES 


SLOVES 


mechanical binding co. = 
121 Varick St. ¢ New York 13 


"Phone WAlker 5-0304 


LOOSELEAF SWING-O-RINCG 


COILED WIRE 


MULT-O CERCLA 
SPIRALASTIC POST 


CERLOX 


| HEARNE BROTHERS 
COMMERCIAL MAPS 


87 maps of U.S. urban areas 
covering 81% of the nation’s 
purchasing power 


PLUS 

THE FINEST U. S. MARKETING 

MAP PUBLISHED 
First — 

IN Quatity 

IN Clarity 

IN Accuracy 

IN Usefulness 


INDISPENSABLE FOR MARKET 
PLANNING & SALES CONTROL 


| Offered on Ten Days’ Free Trial 


WRITE OR WIRE 


| HEARNE BROTHERS 
| National Bank Bldg. 
Detroit 26, Mich. 
Ovex TOC COO American 
Business a Use 
Hoare . Mafrs Cuery Yay 


56 


| 
| 


| 


| 


«s««s water resistant matches 
are now being manufactured for 
civilian use by the Diamond Match 
Co. They will light while wet and 
are guaranteed by the company to 
function even after complete sub- 
mersion for four hours. Of special 
value to hunters, fishermen, farm- 
ers and yachtsmen, the matches are 
available in cartons of eight 40- 
match boxes. 


*««#s new viewlex slide projec- 
tor utilizes a special aspheric con- 
denser system which provides 
greater light output per watt in- 


VIEWLEX AP-3: Its condenser system 
gives greater light output per watt input. 


put, brighter pictures on the 
screen, and less heat on the sides. 
The 5-inch Luxtar anastigmat 
color-corrected projection lens is 
said to produce a much more brilli- 
ant image. With this new model 
AP-3 Viewlex, paper, glass or 
metal slides are easily inserted and 
positioned from either direction. 
Heat control is effected by using 
heat-absorbing glass to dissipate 
radiant heat before it reaches the 
slide. Convection currents are em- 
ployed, through a multiple-chim- 
ney construction, to circulate a 
large amount of cool air past the 
slide and through the lamphouse. 
Particular care has been taken to 
avoid any “spilled light.”’ Made 
by Sanger-Funnell Inc., it comes 
in a compact carrying case of air- 
cratt-luggage quality. 


«ss electronic stop-watch 
which accurately clocks one mil- 
lionth of a second is now being pro- 
duced in quantities for use in 
science and industry by the Radio 
Corporation of America. An RCA 


| Coming Your Way 


development, it was used du: 
the war for measuring projectile 
velocities at the Army’s Aberdeen 
Proving grounds. The timepicce 
makes possible extremely _high- 
speed automatic counting opera- 
tions, as well as precise measure- 
ments (to the fifth decimal place) 
of split-second intervals. Small 
neon-light figures on the front 
panel of the instrument permit di- 
rect reading of results. It may be 
used in conjunction with photo- 
electric triggering devices as it 
makes possible not only the 
measurement of the speeds of ob- 
jects moving at high velocity, but 
also the attainment of accurate 
data for acceleration curves and 
other interpretations of mechanical 
movement. Called the Time Inter- 
val Counter it also may be used to 
obtain accurate measurements of 
the opening and closing of circuit 
breakers and relays, and for timing 
impulses from generators, switches, 
and other high speed electrical de- 
vices. The unit has already been 
used for such diverse applications 
as the counting of items passing 
on a conveyor belt and drops of 
liquid falling from viscosity testing 
apparatus. It also may be used for 
counting pills or other small ob- 
jects in packaging processes. 


TS 


sees x-genie tractor, developed 
by Ellinwood Industries, records 


TESTING TRACTOR: Has _ instrument 


panel mounted near the controls. 


its performance on speedometer- 
like gauges. Recent tests of the \- 
Genie were made to show that 
plowing could be done on the level, 


r 
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although the tractor itself tilted. 
The dashboard of the test machine 
indicates revolutions per minute, 
fuel consumption, oil and cylinder 
head temperatures and draw-bar 
horsepower. 


«sess precision knife sharpener, 
a product of the New England 
Carbide Tool Co., employs the 
hardest material made by man— 
tungsten carbide—in its construc- 
tion. One or two passes of the 
knife through the sharpener re- 
stores the original keen edge of 
hollow ground or regularly ground 


KITCHEN DEVICE: Tungsten carbide is 
used in the construction of the gadget. 


knives. Called the “Aladdin,” the 
device may be fastened to the wall 
or table. It has all non-corrosive 
parts, and is attractive in its mod- 
ern, colorful plastic body. The 
company has packaged it attrac- 
tively as a gift item. 


.+sss packaged air conditioner 
of a capacity suitable for offices, 
stores, and small plants is being 
introduced by the General Engi- 
neering and Manufacturing Co. 
Among the advantages claimed for 
this Gemco conditioner are sim- 
plicity and economy of installation, 
light weight and minimum vibra- 
tion, peak performance under 
varying water temperature and 
supply, and efficient operation call- 
ing for infrequent service atten- 
tion. Since it can be quickly con- 
nected with the one-half of three- 
quarter-inch water pipes found in 
almost all public buildings, and 
can be plugged into any standard 
220-volt, 3-phase, 60-cycle electrical 
outlet, it is virtually a mobile unit. 
Engineering features include an 
aluminum semi-hermetically sealed 
motor and compressor housing. 
‘The compressor is a 2-stage type, 
and the motor is cooled by the re- 
trigerant gas instead of with oil. 
Since the water consumption is 
about half of that normally re- 
quired, it not only affects operating 
costs, but eliminates the need for 
special installations, the company 
claims. 
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SOUTH JERSEY 


The trading area comprised of Camden, Burlington, Gloucester and Salem 
counties in New Jersey is a big frog in a big pond . . . America’s 3rd 
market! It contains a community-centered population of nearly a half million 
residents with an effective buying income of $496,315,000.* 


This rich market is dominated by the Camden Courier-Post . . . the 


only newspaper that gives complete coverage of local Camden and South 
Jersey news. 


And because people are vitally interested in things and events close at 
hand, the Courier-Post is the reading choice of 2 out of every 3 Camden- 
area families and its circulation in Camden County . . . the most densely 


populated area in South Jersey . . . is MORE THAN ALL THE PHILADELPHIA 
DAILIES COMBINED! 


No wonder that in 1943 (before newsprint rationing) and again in 1944 
and in 1945, the Courier-Post carried more general display advertising 
than appeared in such leading metropolitan dailies as the New York Journal- 
American, Chicago Sun, Detroit Free-Press, Cleveland Plain Dealer and Pitts- 
burgh Post-Gazette. 


* Sales Management Survey of Buying Power 1946 + Media Records 


For a comprehensive analysis of newspaper coverage in the 
Philadelphia trading area, write the Advertising Department, Camden 
Courier-Post, Camden, N. J. for a copy of Three Star Market. 


REACHES 6 OUT OF 7 HOMES IN PROSPEROUS CAMDEN COUNTY! 


GEORGE A. McDEVITT COMPANY 


National Advertising Represen‘atives 


a market within a market! 


CAMDEN COURIER-POST 


DETROIT CLEVELAND 
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acB RESEARCH VWI he | 


AS TT DOES THESE 


Roll Call of the Users of ACB Newspaper Research Services in the SHOE INDUSTRY 


ACROBAT 

ACTIVE MODERN 
ALLEN EDMONDS 
ANDREW GELLER 
ARCH PRESERVERS 
BARBARA GAY 
BAREFOOT ORIGINALS 
BATES ORIGINAL 
BOSTONIAN 
BUSKENS 
CALIFORNIA CASUALS 
CALIFORNIA COOL-EES 
CANTILEVER 

CAPE CODDERS 
CAPEZIO 

CARLISLE 

CASUAL CLASSIC 
COBBLER’S 
COLLEGEBRED 
CUSTOMCRAFT 
DEBTOWNERS 

DE LISO DEBS 

DR. A. POSNER 
DOROTHY DODD 
EASY GOER 

EILEEN 

ELEVATORS 

ELLFRED FANCY FREE 
ELIZABETH HAWES 
ENNA JETTICK 
FEELEEZ 

FERNCRAFT 

FOOT SAVER 


FORTUNET 

FRANK SBICCA 
FREEDOMS 
FRIENDLY SPORTS 
GEORGES ORIGINALS 
GLIDERS 

GOLD CROSS 
GROUND GRIPPER 
HAPPYGANS 
HOOLYGAN KICKS 
JAUNTIES 
JEWELTONES 
JOHANSEN 
JOLENE 

JOYCE 

LEBON 
MADEMOISELLE 
MANSFIELD 
MATRIX 

MERCURY 

1. MILLER 
NEWTON ELKIN 
OLD TOWN TRAMPEZE 
OLD TOWN TROTTERS 
OOMPHIES 
ORCHIDS 
OSTEO-PATH-ICS 
OSTENDA 

PADEES 

PALTER DE LISO 
PARAMOUNT 
PEACOCK 
PHYSICAL CULTURE 
PLAY ROUNDERS 


PORTAGE 

PORTO PED 

PROPER BILT 

QUEEN QUALITY 
REED 

RELAXABLES 

ROBLEE 

ROPESTERS 

SANDLER OF BOSTON 
SCUFFERS 

SELBY 

SHENANIGANS 

SO BEL 

SPORTSTERS 
STRIDE-RITE 

STYLEEZ 

THOMASETTI 

TONI DRAKE 

TOWN & COUNTRY 
TOWN WALKER 
TRIMFOOT-BABY DEER 
TRU POISE 

TUTU 

TWEEDIES 

TYLESS 

VICTORIA CROSS 
VITALITY 

VITAPOISE 

WALK OVER 
WEYENBERG MASSAGIC 
WHIPPERSNAPPER 
WINTHROP 

WRIGHT ARCH PRESERVER 


Typical users of ACB services in other lines are: Kroehler Mfg. Co., 
~ Colgate-Palmolive-Peet Co., Bulova Watch Co., E. I. du Pont de Nemours & Co., Inc., 


Cluett Peabody & Co., Inc., General Electric Co., The Andrew Jergens Co., 


Thomas J. Lipton Inc., Northern Paper Mills, The Quaker Oats Co., 


Forest City Mfg. Co. (Dresses), Conde Nast Pubs., Inc., Liggett Drug Co., Inc., 


Minnesota Valley Canning Co., Sears, Roebuck & Co., Safeway Stores, Inc., and leading 


advertising agencies—each one receiving a service tailor-made to fit their particular needs. 
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iny_Merchandiser 


SHOE MANUFACTURERS 


HOW? By keeping you informed on what is 
being advertised in daily newspapers by 


<b eateiceapelboal 
nie: 


your dealers... your competitive dealers... 


oe 
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or by competitive national releases. 


ACB Newspaper Research Serv- of bidding for the trade of their 
ices are used by manufacturers shopping centers. 

of practically every line of mer- 
chandise that is sold through re- 
tail stores. Our users in the shoe 


ACB Reports help salesmen 


keep in closer touch with deal- 
— ales manager 

industry are shown on the oppo- ‘“*® help a sa io tipi to 
site page. rate the success of each sales- — 


; man. Advertising departments 
With ACB Research Services 


one gets a comprehensive un- 
derstanding of what local or na- 


use ACB Reports in planning 
campaigns; in determining bud- 
gets; and making adjustments 


tional newspaper advertising is é ; 
“2 § from time to time. 


being done in any one or in all 


sections of the country. You The cost of these services is 
know to an agate line what moderate. They can be bought 
dealers — your own and com- on a local or nationwide basis— 
petitive — are doing in the way continuously or periodically. 


SEND FOR FREE ACB CATALOG! 


Describes 12 ACB Newspaper Research 
Services including Dealer Tie-in Reports; 
, Specified Tearsheets; Advertising 

we gaett Allowances, Schedule Listings; Scrap 
wid Books; Mat Analyses; etc. Gives 
details of cost, coverage, list 


of users. Write today. A D Vv E R " 1 s L N G 
Me oe 538 South Clark Street « NEW YORK (16), i ECKI N G ‘BU R EAU 


79 Madison Avenue e SAN FRANCISCO (5), 16 First Street 
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DUO-POST ENVELOPE 
LETTER AND CATALOG ARRIVE TOGETHER 


TENSION ENVELOPE Corp. 


FIVE FACTORIES 
SELLING DIRECT TO THE USER 


New York 14, N. Y. * Minneapolis 15, Minn. 
St. Louis 3, Mo. * Des Moines 14, lowa 
Kansas City 8, Mo. 


The on-the-spot advertiser and 
his agency should know how 
best to reach a market's buying 
power. That's why it's significant 
that: 

Of the nearly 1,000,000 lines of 
1945 general advertising placed 
direct in Buffaio, or by Western New 
York or neighboring Canadian ad- 
vertising agencies, 53.7% appeared 
in the Courier-Express. 

Whether your advertising ap- 
peals to men, or to women, or 
to both — 


in Buffalo you NEED the 


Buffalo's Only 
Morning and Sunday Newspaper 


“INSUPANCE 
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DETROIT MUTUAL 


AUTO INSURANCE CO 
WELCOME TO 


DETROITS 
STOP «© SHOP 
INSURANCE CENTER 


DORR W FRISBEE AGENCY 


LOCATION & SERVICE: The first essen- 
tial for selling insurance over-the-counter 
is a good location along heavy traffic 
lanes. Dorr W. Frisbee (extreme left) 
discusses a prospect's problem—buyer 
came to agency—not salesman to him. 


Story of Detroit's “Stop and 
Shop” Insurance Agency 


What are requisites for selling insurance over the counter? 
Good location and advertising says D. W. Frisbee agency. 


People in Detroit are being urged 


| to “stop and shop” for insurance just 


as they do for groceries. The idea— 
by no means new in Detroit—is catch- 
ing on—as an advertising campaign 


| in two Detroit newspapers by the 


Dorr W. Frisbee agency makes the 
stop and shop technique better known. 


|The Frisbee agency now transacts 


| be helpful to all concerned,” 


50% of its business over the counter 
or by telephone. 

“T have long been convinced that 
insurance can be sold successfully over 
the counter and that doing so would 


Mr. 


| Frisbee contends. “No one needs to be 
| told that personal solicitation is nec- 


essarily expensive. Insurance is a 
necessity. It should not be necessary 
to employ high-pressure tactics to sell 
it. It is much better for the client to 
come to an agency ‘store’ where he 
will be made to feel at ease, where 
he will not be high-pressured, and 
where he can select his insurance just 


as he would choose his haberdashery 
in a store.” 

In order to secure over-the-counter 
insurance business, an agency must 
have its store where prospects can see 
it, Mr. Frisbee points out. The store 
must be easily accessible, it must be 
identified, and must provide conveni- 
ences for customers when they come 
in. In short, a stop and shop insurance 
store must be set up in the same way 
as any other retail store drawing 
people in from the street. For ex- 
ample, people in the street can not see 
an insurance agency on the upper floor 
of an office building. 

The Frisbee agency is located in a 
two story residence at West Grand 
Boulevard and Holden Avenue, the 
second busiest section of Detroit. 
Passing traffic is estimated at 65,000 
persons every 10 hours. The Frisbee 
agency took over this location in 1935 
—not as an economy measure, but to 
get out into the open where prospects 
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We Seattle! 


Seattle is first* in 

effective buying income per capita, 
_ among all United States cities of more than 250,000 
people. After payment of federal income taxes, 
each Seattle resident has a yearly income of $2,110 
... more than twice that of the nation as a whole. 


Washington State is first among all 48 states, too. 


Seattle is twelfth* in 
retail sales among all United States cit- 


ies, with a yearly retail sales volume of $521 mil- 


lions. This places Seattle in the top rank of Amer- 


ica’s buying cities. 


Seattle's leading newspaper is the Post - Intelligen- 
cer, with a circulation that blankets this area. It is 


the newspaper that women prefer, too . . . the per- 


message to this rich, buying market. 


*From Sales Management Survey of Buy- 


Post-‘Intelligencer 


REPRESENTED NATIONALLY BY THE HEARST ADVERTISING SERVICE 


fect, productive medium for carrying your sales, 
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can constantly see the agency. People 
can easily get to the agency. There is 
ample parking space for customers. 
“From the agent’s standpoint,” 
Mr. Frisbee explains, ‘employing 
solicitors on general insurance has 
unsatisfactory features. For 
one thing, it definitely is not profit- 
able, with perhaps a few exceptions. 
Solicitors have a habit of pulling out 
and taking their renewal business with 
them. At least 25 of our keenest com- 
petitors today are agents whom we 
trained. At one time we were obtain- 
ing business from about 90 sources 


sey eral 


FREE 


including agents (we were general 
agents) and solicitors. While we were 
doing a large volume of business much 
of it was unprofitable. ‘This was so 
true that we finally told our solicitors 
they could have the business of an 
exclusive general agency we were 
operating. We still have about a 
dozen solicitors. ‘They will remain 


with us as long as they desire. All 
are old employes. However, we 


haven't hired any new solicitors for 
several years, and we don’t expect to 
do so.” 


The advertising campaign began on 


wea \ AComplete New Study 


of the 


Baking Industry 


This Bakers Weekly market analysis 
— the first study of the Baking Industry to be com- 
piled in twenty years—tells how the industry is 
organized, how it buys, how it merchandises its 
products. Includes ideas on how to sell the bakers. 


| * THE PAST twenty years the Baking 
Industry has advanced from every 
standpoint: improved machinery, more 
scientific baking techniques, better mer- 
chandising methods and vastly greater 
volume. The new study charts and ex- 
plains the present market resulting from 
this evolution. 


The study covers: 


J. Organization of the Baking Indus- 
try (wholesale, retail and house-to-house 
bakeries) . how each type operates 
and distributes. 


2. Operating details of the major buy- 
ing groups; (special pictorial section 
shows how ingredients, equipment and 


supplies are actually used). 


Bakers Weekly, 
45 West 45th Street, New York 19, N. Y. 


Market Study 


D-5 


Please send me my FREE copy of the Bakers Weekly 
“The Baking Industry and How to 


very _ 


Position 


Street 
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3. Charts of bakers’ buying practices 
—supply house functions. 


4. Proved methods of selling and ad- 
vertising to the Baking Industry. 


Describes use of products like these 


Food ingredients 
Bakery equipment (mixers, kneaders, 
ovens, etc.) 
Plant and store furnishings and fixtures 
Delivery vehicles 
Shipping containers and cartons 
Merchandising aids 


Heavy plant equipment (boilers, conveyors, 
power transmission equipment, materials 
handling equipment, etc.) 

Miscellaneous industrial supplies (lubricants, 
cleaning compounds, valves and fittings, 
etc.) 


Copies of “‘The Baking Industry and 
How to Sell It” are available on request 
to manufacturers and to their advertis- 
ing agencies. 


THE BUSINESS MAGAZINE OF THE BAKING INDUSTRY 


August 14 in the Detroit News and 
The Detroit Free Press. The Frisbee 
agency advertisement appears once a 
week, alternately in the two nevws- 
papers. These advertisements are two 
columns by six inches with uniform 


frame. A two and one-half inch sus- 
taining advertisement appears in the 
newspaper which does not carry the 
feature advertisement that week. 
Copy in the first two advertisements 
was fairly “heavy.” These advertise- 
ments explained the stop and shop 
idea. Succeeding advertisements 
carry only about 40 words of copy to- 
gether with attractive art. Appropri- 
ately enough, the agency—A. G. Ha- 
maker & Co.—handling the adver- 
tising account is a customer of the 
stop and shop. 


tor your provection 


+ every 
cus Yankee Maid 
Frankfurter 
has its name 


on its collar! 


A 


nd every Yankee Maid Frankfurter. it 


te they are made trom choice meats that are tender and juicy 


ft gueraniees 


purity and goodness - and carries the Government Inspection Seal Play safe 
look for the band around € 


The Brand with the Band 


Yankee; Maid 


FRANKFURTERS 
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h frankturter at your neighborhood store or market 


waot in rms 


BRANDING THE DOG: A irank- 
furter no longer merely is an anony- 
mous hot dog. Each weenie—at least 
those turned out by Bernard S. Pin- 
cus Co., Philadelphia—now sports an 
individual brand name dog tag. Fit- 
ting enough, “Yankee Maid” frank- 
furters were introduced recently to 
200 wagon-jobbers and independent 
distributors with a dinner-sales meet- 
ing. To explain the promotion behind 
“Yankee Maid,” Milton Herzog, 
sales manager for the Pincus com- 
pany, invited representatives of news- 
papers, radio and outdoor advertising 
to speak. A color motion picture Was 
used to show manufacture and label- 
ing of individual frankfurters. 


SALES MANAGEMENT 


NT 


, a 
t Americar Buy' 


the 
ting and infivencind 
Attract’ 


D 

avizt 

; av Ft 

; gn 1oae aan 1 
a B1GG 


HEADLINE . 


y Adv er riscr 


hur 
g Public ~ three 


THEPHCKHO 
We nr oe 


a * FINAL 
WAXED parte ” 


o year! 
d and sixty five doy® 
dre 


. Spread of colorful broadside featuring qualities and uses of 


waxed paper mailed to selected list of 25,000 users and potential users of this 
packaging material by the Waxed Paper Institute in its direct mail campaign. 


(Amenets 10 Mrrecnyg 


“Action Under the Sun” 


Merchandising men’s leisure-and- 
action sports clothes according to the 
thermometer is the new plan to be 
initiated by David D. Doniger and 
Co., manufacturers of McGregor 
Sportswear, New York City. Warm 
weather and not the calendar will 
determine the promotion of the com- 
pany’s new “Action Under the Sun” 
style line for 1947’s outdoor vacation 
season, covering a period of five 
months. 

Based upon the idea of giving the 
merchant sportswear when he needs 
it, the nationwide promotion will be 
divided into five sectional campaigns. 
Each of these zoned promotions will 
be coordinated with the start of the 
warm weather season in its respective 
area, commencing in January in the 
tar South. Hundreds of outdoor 
boards throughout the country have 
been selected as the medium for ad- 
vertising the “Action Under the 
Sun sportswear. At the opening of 
each sectional campaign colorful 24- 
sheet boards will be displayed in each 
cit in which merchants participating 
in the men’s wear marketing plan are 
located. Hirshon Garfield, Inc., New 
York City, is handling the advertis- 
in; Bert Nevins, Inc., also New 


\ k City, the public relations and 
Pt licity. 
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The outdoor campaign will be 
highlighted by the McGregor tartan 
which keynotes the menswear styles 
tailored by this company. There will 
also be action figures representing the 
sports classifications included in the 
‘Action Under the Sun” line such as 
tennis, swimming, golf, boating, and 
general casual wear. 

Mats will be supplied by Mc- 
Gregor to the 1,000 menswear shops 
which are participating and will be 
incorporated in local store newspaper 
advertising during the run of the 
featured campaign in each area. 

The division of the country for 


McGregor’s 1947 merchandising is 


based upon the United . States 
Weather Bureau survey over the past 
20 years and will begin as each terri- 
tory reaches an average minimum 
temperature of 70 degrees. The first 
promotion in January will open in 
the winter resort states. Moving 
northward by climate belts for a five 
month period, approximately 30 days 
behind the robins, the campaign will 
wind up in May with deliveries of 
McGregor “Action Under the Sun” 
sportswear to stores in the New Eng- 
land and eight other Northern States. 
‘The outdoor boards will be backed 
by colorful store window displays 
based upon warm weather sports out- 
fits. ‘Che plan is intended to enable 
the participating stores to take ad- 
vantage of the effective advertising 
theme to build sales by duplicating the 
promotional style photos. 


Budget for Buyers’ Market 


A $3,000,000 budget for advertis- 
ing in 1947 is planned by Bendix 
Home Appliances, Inc. Scheduled 
media include newspapers, national 
magazines, outdoor, spot radio, and 
spot movies. 

Declaring that advertising is a 
major weapon for carrying a business 
through the coming buyers’ market, 
Walter J. Daily, advertising and sales 
promotion director of the company, 
explains, “Despite the tremendous 
demand for Bendix automatic wash- 
ers, as shown by surveys, we have 
been building our organization and 
our advertising program on the pre- 
mise that every machine must be sold. 
We are relying to a great degree on 
advertising, sales promotion, and pub- 
licity to carry us through the buyers’ 
market which will come next year.”’ 

Proper use of media is highly im- 
portant, according to Mr. Daily. For 
a good background in this phase of 
advertising, the advertising manager 
or media man should have a knowl- 
edge of merchandising. 


DRIVING . 
the temperature-timing of David D. Doniger and Company's outdoor campaign. 


. - Northward with the sun, this 24-sheet poster board will move with 
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Designing to Sell 


(Captions read counter-clockwise)} 


CHEVROLET CABRIOLET: One of the Fleetmaster line, the car has a fabric 
top which folds back snugly or raises quickly to form a weather-tight closure 
and is operated by a control on the instrument panel. It is smartly styled and 
has a three-passenger, adjustable front seat and a full-width interior rear seat. 


VIEWTONE TELEVISION SET: The "Adventurer" model includes a five-tube 
superheterodyne radio receiver. The unit has a seven-inch screen and the 
cabinet has simple, rich lines. Made by Viewtone Television & Radio Corp. 


ELECTRO COFFEE GRINDER: Just a flick of the switch, and the device 
transforms whole coffee beans into freshly ground coffee. It makes possible 
home-blended coffee, operates on AC or DC current. Product of Cory Corp. 


CROWN JEWEL: The newest in the Prince Matchabelli line is described as 
outstanding for its subtle inimitable fragrance. The famous gold encrusted 
crown bottle is suspended in a jewel-faceted block of crystal-clear lucite. 


GOLD EVERSHARP SCHICK INJECTOR RAZOR: Recently placed on the 
national pre-Christmas gift market, the razor is packed in a deluxe case with 
a cartridge of blades. To individualize the shaving instrument the Eversharp 
Co. is providing a cost-free engraving of individual initials on the handle. 
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Four Hundred Thousand 
Copies in 135 Minutes 


Employing high-speed newspaper presses, The Weekly 
Kansas City Star can and does print its entire issue of 
400,000 copies in two hours and fifteen minutes. Forms 
close late Tuesday of each week and the paper is in the 
hands of farmer subscribers Wednesday morning. 


No other farm paper can duplicate that performance. 


Farmers want to know about price ceilings, OPA enforce- 
ment, the ups and downs of the market, UNRRA food 
purchases, improvements in farm operation, control of 
crop pests. Speed is essential to the value of such infor- 
mation. 


The Weekly Kansas City Star has the mechanical and 
reportorial “know how” to give Midwestern farmers a 
service fitted to the requirements of present-day agricul- 


ture. 
| 
| i Ask your advertising agent 
3 if any other farm publication 
E covers the Middle West so 
thoroughly, so cheaply. 


The Weekly Kansas City Star. 


409,338 Paid-in-Advance Subscribers 
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“super highways” of 
speedy distribution 


Beg ® Le ‘fi x 
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Direct—straight—non-stop! 
That’s the formula for effective 
distribution. in an era of 

high productive capacity. 


Agencie and advertisers 


know that the direct method. 
of reaching buyers is 
through the business papers 
of their specific industries 
—the “super highways” 

of efficient distribution. 


That’s why— 
1875 advertising agencies 
and 3339 manufacturers 


: sap 10,756 pages 


of advertising in the 


Haire Pap@rs during 1945. 
\ i 
CORSET and underwear | | HOUSE FURNISHING 
REVIEW REVIEW 
ye: 7S aw) 
FASHION HOME 
ACCESSORIES FURNISHINGS 
TRAGWAEAT | 9 Se AW) 
INFANTS? ond CROCKERY | 
CHILDREN’S REVIEW GLAS Ss | | 
VASA | 9 
NOTION & NOVELTY linens & 
Le REVIEW | | Domestics 


SALT Ue TPZ 77 
LUGGAGE and 
LEATHER GOODS 


MERCHANDISING PAPERS 


HAIRE PUBLISHING COMPANY 
1170 Broadway, New York 1, N. Y. 


New York » Boston + Pittsburgh + Chicago 

Detroit + SteLouis + Los Angeles » Atlanta + London 
p ce < yh at . ~~ et ees Saks 2 = 
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Shop Talk 


Portland, Oregon: The waters of Puget Sound were dyed the 
color of ripe purple grapes as | rode down from Seattle today through 
country that should be described only in dactylic hexameter with a muted 
symphony obligato in the background. The holly berries were red upon 
the bush, the mountain sides ablaze with October color. 


My frayed black book is already fat with notes and ideas resulting 
from many informative chats with sales and advertising executives 
and that depressing feeling of staleness-on-the-job that was weighing 
on me before I left New York, has long since been dissipated. 


Magnificent Dummy: When | wrote, in “Shop Talk’ for 
November 1 about the new Stratocruiser which, in 1947, will cut 
flying time from New York to Seattle to seven hours. I had no 
notion I’d shortly be having a preview of that plane at the Boeing 
plant. But early this morning my good hosts at Boeing took me to 
see the life-size mock-up. 


Air travelers themselves dictated specifications for some of its most 
commentable new features. In a survey made some months ago to 
determine what the company could do to enhance the comforts of 
air transportation, 43% of the commercial air travelers polled called 
for more space in which to move around. About 30% wanted 
smoother flight and elimination of “bumps.”” And 22% mentioned the 
need for overcoming altitude discomfort to the ears. The Strato- 
cruiser offers substantial progress in all three directions. Built as a 
double-decker, the ship has a lounge that will accommodate 14 
passengers,* bigger seats, much more “leg room.” Sea level pressure 
will be maintained to an altitude of 15,000 feet. Even on flights at 
25,000 feet pressure will be controlled at the equivalent of a 6,000-ft. 
altitude. And greater weight and other technical factors in design 
will minimize the upsy-downsy feeling dreaded by itinerants with 
queasy stomachs. 


When I travel by air, I usually carry sun glasses to cut off the 
glare which results from the bounce of the sun’s rays on the plane’s 
bright metal wings. Boeing’s done something about that, too. A 
gadget attached to each window enables any passenger to turn a 
polarized glare-reducer screen into position behind the standard clear 
glass pane. 


Still another feature that strikes me as newsworthy: When 
Scandinavian Airlines System set down their specifications for cer- 
tain custom features to be built into the ships they will use for the 
New York-Stockholm run, they remembered the insatiable curiosity 
of passengers about certain features of air travel. They asked for— 
and will get—a separate little instrument panel mounted in the 
main cabin where all their flying guests can see it. Five dials will 
show 1. Outside air temperature 2. Cabin temperature 3. The time 
4. The altitude and 5. The true air speed. 


This seems to me to be both good selling and good public relations 
because it's a product design answer to a want in the mind of the 
customer. 


* Total pay load of passengers: 61 to 100, depending upon variations in 
design. 
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Robot Smoke-Man, Etc.: Good conversation last Thursday with 
Executive Vice-President Charles K. Wiggins and a tour through 
the new Kirsten Pipe factory. This aggressive young company is 
expanding into overseas markets, is doing a bang-up job of mer- 
chandising and promotion. They have a “Goldberg” on the ground 
floor that caught my eye: a “robot smoker.” It’s a mechanism that 
smokes a pipe mechanically so that the manufacturing department 
can make detailed checks on product performance. 


SM will bring you, soon, a report relating how Kirsten introduced 
three products to the marine field. They had had no experience with 
the line or the market, which turned out to be an asset. They just 
didn’t know about all the things that couldn’t—or shouldn’t—be done. 


The Reluctant Mrs. Jones: I’m innocent of knowledge of what 
is going on at the moment in other parts of the country, but here 
in the Northwest there are distinct flashes of lightning and rolls 
of thunder from the consumer front. The Little Woman who spends 
the family cash is reacting against what she regards as excessively 
high prices. She and her neighbors are particularly incensed over milk 
and meat. There’s a report in this morning’s paper, for example, 
about one milk route salesman who, at the end of his day, found 
himself with 20 cancellations. “Meat,” says a companion item, “is not 
moving freely through local distribution channels.’ At least one big 
chain—Safeway—is so deeply concerned about listing current meat 
prices in its advertising that it prefaces the day’s offerings (steak 69c ; 
rib roast, 59c; leg of lamb, 55c) with this statement: 


“Today’s high meat prices worry us, too. We know we can sell 
more meat when prices are low. Furthermore, we believe meat prices 
will go down, soon, and we’ll probably have to take some inventory 
losses when they do, but whatever the price we feel we have an 
obligation to have supplies available and to let customers decide 
whether they want to buy. We pledge you that our prices at all times 
will be as low as we possibly can make them, based on costs to us 
and earning only a fair profit.” 


I doubt if meat and milk are exceptions. They just happen to be 
products of every-day or almost-every-day purchase that women are 
bound to be most vocal about. If all this resentment snowballs into a 
buyers’ strike, we may have our “recession of adjustment” some 
months before the wiseacre economists are looking for it. Business 
just hasn’t any weapon anywhere near as lethal as a consumer’s 
refusal to buy. 


Luncheon on Bill: As if to make up by sheer Western hospitality 
for the rigors of the Fall monsoon (which roared into Seattle the 
morning after I arrived and was still blowing like all get-out when I 
left there this noon—one week later) Bill Horsley, the cheerful 
steam-roller personality who heads up the Pacific National Adver- 
tising Agency, bade me to luncheon at the Athletic Club on Monday 
along with a baker’s dozen sales and advertising cronies. 


After apple tarts and coffee we talked of the coming competitive 
market, of private versus national brands, of co-operative advertising, 
of this and that. Then we all streamed across the street to see 
Pacific’s newly dedicated test kitchen where we shamelessly gobbled 
up a whole batch of peanut butter cookies that had just emerged 
from the oven in a tryout of a new recipe for Centennial flour. 
I shooed everyone into a huddle for a photograph which I had hoped 
to have in time to make this issue’s deadline. But it hasn’t come. 
Anyway, it might only help to throw even further out of focus the 
average person’s already highly colored idea of what a managing 
editor does to earn buns and tea. 


A. R. HAHN 
Managing Editor 
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A word 
from HIM 
can clinch 
the Sale 


AGENT 


VO-AG TEACHER 
OR 
EXTENSION LEADER 


Never underestimate the selling 
power of the County Agent, Vo-Ag 
Teacher, or Extension Leader. When 
he speaks, farmers listen. And act! 
So strong is his influence on the farm 
that very often a word from him can 
swing a sale. 

For less than two cents per reader, 
your page advertisement in Better 
Farming Methods reaches the énter- 
ested attention of 14,000 County 
Agents, Agricultural Teachers, and 
Extension Leaders. No other farm 
magazine offers so much opportunity 
for so little cost. 

14,000 CCA Circulation 


Getter 


FARMING 
METHODS 


WATT PUBLISHING CO. « MOUNT MORRIS, ILL 


71 


The soil of unworked land is springy, resistant to tli 
touch, clings together, holds water and resists 
dissolution . . . is so rich in humus and mincra!- 
that first crops are bountiful . . . But plowed 
and reaped for years without enough rest or 
restoration, the soil becomes dead dust that 
sifts and blows, cakes hard with moisture, 

runs off under heavy rain. . . will grow 
sparse and deficient crops. 
During the war years some 12,000,000 
acres of our best land were over-worked, 
have lost seriously in fertility and food content 
. must go back to sod crops to restore 
¥ ; soil structure, preserve productiveness. 

This capital loss concerns the American 

people and the whole world. 


In SuccessruL Farminc for November, there are three major articles on soil _ 


structure, sod crops, and protective measures .. . of the utmost importance 
to SF’s farmer subscribers... and of significance to every intelligent Bd : 
. , ‘ : x —— BW, 
advertiser. Worth the reading time also, as evidence of how the first GED 
a~I~* 


US farm magazine serves the first US industry . . . see pages 22, 26, 28. *<> 
2 ‘ o> ’ ® 


os - wo - > dee, 
Bulls Receivable . . . is an accounting classification of the Home State Bank, 
ape) Jefferson, Ia. ... which loans purebred dairy bulls to farmers . . . who use sire, sell, 


pay off note, and split profits averaging $130 with the bank, ‘The Banker,” page 48. 


The Sow-cial Register ... Lookin’ and hopin’ is poor way to pick pigs... 
modern method gets family tree, Ma’s and Pa’s record, number of brothers and 
sisters in litter... weights at weaning time . . . takes guess from gilt and sow selection. 


“You Can’t Pick a Sow By Lookin’,” page 148. 


Also .. . “Chickens Are Eating Better, Too”... “What Can Insulation 
Do For You?” .. . “They Want Lots of Kilowatts” .. . “Farm Outlook”... 
“Successful Homemaking” . . . other major contributions to scientific 
farming .. . .make SF first among the first farmers of the 13 agricultural 
Heart States, New York and Pennsylvania . . . with the highest yields, 
cash incomes, property investments, and buying po 
million plus profit prospects, today’s best class marke 
the facts about this major market, ask any office... 

SuccEssFUL Farminc, Des Moines, New York, Chicago, 


Detroit, Atlanta, Cleveland, San Francisco, Los Angeles. 
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How Advertising Pre-sells 
Gypsum’s Partition Systems 


Based on an interview with J. J. RYAN 
Metal Lath Sales, National Gypsum Co. 


Seven billion dollars worth of 
large-scale construction — _ public 
works, hospitals, apartments, schools, 
ofice buildings and housing projects 
—are now on architects’ planning 
boards in the United States. 

It will be many months before most 
of these projects actually are started, 
but National Gypsum Co., Buffalo, 
is conducting an active sales campaign 
directed to architects for its “Solid 
and Hollow Wall Partition Systems.” 
Many manufacturers supply only one 
or two component parts for fire-proof, 
non-bearing partitions. | National 
Gypsum produces the entire assembly 
—lath, plaster and lime, metal studs 
and base. So, the company is produc- 
ing—and merchandising—the line in 
one package. 

National Gypsum’s sales campaign 
is spear-headed by a combination of 
direct-mail promotion and _ architec- 
tural business paper advertising. Both 
are used to develop selective lists of 


architects. “We are not planning 
merely for today’s sales,’ explains 
J. J. Ryan, Manager, Metal Lath 
Sales, and also chairman, Promotional 


Metal Lath Manufac- 
Association, ‘“‘but for sales for 
months and years ahead.” 

(he first step in this campaign was 
to prepare a booklet describing the 
company’s “2-Inch Solid Partition” — 
a space-and-weight-saving method of 
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CHAIN REACTION: The response to the 
first direct mail and publication advertising 
was followed up with a detailed descrip- 
tion (above) and a model of the system. 


construction. Copies of this booklet 
were mailed to 4,000 registered archi- 
tects in all parts of the Nation. The 
booklet contained an insert card in- 
viting architects to send for an “Ad- 
vance Copy” of a second, companion 
booklet—then on the press—describ- 
ing the company’s new ‘“‘Hollow Wall 
System,” a sound-insulating partition. 
The company got a 17% return 
on this mailing and requests are still 
coming in. At the same time the com- 
pany announced the New Hollow 
Wall in architectural business publi- 
cations and received an additional 250 
letters requesting the booklet. 
Together, the requests formed a 
select group of more than 900 archi- 
tects who had definitely expressed an 
interest in fire-proof, non-bearing par- 
titions. This could mean only one 


HOW TO 
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PERFUME and TOILET WATER 


Retailed only 
in the most 
exclusive 
shops 


Vitva- SHEEN 


MANUFACT URING COMPANY 


SPECIAL 
DISCOUNT 


WRITE FOR 
DETAILS 
CINCINNATI 14, OHIO 


in the 

Central 
West 

PREFER 


Chicago Sournal 
of Commerce 


EXECUTIVES 
$5,000-$25,000 Caliber 


Through our nationwide Service we negotiate 
for the better positions with well-established 
companies in all industries. Your personal re- 
quirements met by individual procedures. 
Strict confidence assured. Details on request. 
Jepson Executive Personnel & Research Service, 
524 Land Bank Bldg., Kansas City 6, Mo. 


_ TESTED BUSINESS IDEA 


Protect and beautify price fists, photos, 
blueprints, advertising, sales literature, 
ete. with KV6 Plastic Envelopes. Excellent 
for sales presentations. Fit standard 3-ring 
binders, FREE SAMPLE: write on letter- 
head to pesemeen Plastic Products, 2907 
South Main Street, Los Angeles 7, Cal. 
Attention: Dot. SM. 
Branches: New York ¢ Chicago 
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thing: That this group was coucerned 
with large-scale developments in con- 
struction. 

Here, then, were the very indi- 
viduals the company wanted to reach 
. .. the men who would doubtless in- 
fluence the purchase of a large portion 
of the billions of dollars worth of con- 
struction material to be ordered soon. 

To each architect who had re- 
quested the second booklet, a penny 
post card of acknowledgement was 
mailed immediately, stating that the 
booklets were being printed and 
would be ready for distribution in a 


few weeks. Then, as the booklets be- 
came available, the first 1,000 were 
earmarked for architects who had re- 
quested them. These were sent with a 
slip attached reading “Advance copy 
for,” and the name of the architect 
individually typed directly below. A 
personalized multigraph letter accom- 
panied it. 

Inside the Hollow Wall booklet 
the company again used the return 
card insert in mailing to the “900.” 
This time there was an offer of full- 
size reproductions of the small archi- 
tectural drawings shown in the book- 


EXCLUSIVELY ra 


Delivers the Columbia 14 County 


Yes, 3% billion dollars, that’s 72% of 
Northern California’s effective buying 


ONE COLUMBIA STATION 


SERVES THEM ALL! 


K QW is the only Columbia station 
serving this important 14 county San 
Francisco - Oakland Bay Area Market. 


K QW for Columbia delivers this 
rich compact area. . . at less cost. 


Pacific Agricultural Foundation, Led. 
San Jose, California 


= 740 on your dial 


~~ Sen Francisco Studios 
Paloce Hotel 


¢ 
4 


Oakland Bay Market! 


Represented Nationally by Edward Petry & Co. Inc. 
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let. The card was worded so that onl; 
architects who had large buildings in 
the plan stage would be likely to 
reply. 

Next step in the program was 
the mailing of miniature eight-inch 
square displays of the partition sys 
tems to all architects who, after re- 
ceiving the Solid Partition booklet, 
requested the booklet on Hollow 
Walls—the “900” again. First to be 
completed was the Solid Partition 
Display. ‘This will be supplemented 
later by a similar model showing the 
companion wall system. Both displays 
are completely demountable and clear- 
ly show how the two systems are 
erected. 


Enlists Architects’ Aid 


Through these models the com- 
pany hopes to enlist the services of 
architects all over the country as un- 
official salesmen. For in all large-scale 
construction it is up to the architect 
to specify the types of walls to be 
used. 

The company’s sales force was 
brought into the program at the very 
outset by means of a simple eight-page 
photo-offset announcement, liberally 
illustrated with catchy cartoon-style 
illustrations. The letter explained the 
objectives of the campaign and listed 
the various steps in it. ‘his was fol- 
lowed up with a data portfolio show- 
ing comparative costs, market an- 
alyses, and other sales factors. Letters 
at two weeks intervals give the men 
a progress report and keep interest 
alive. As the post card requests came 
in from the mailing to architects they 
were catalogued and names sent to 
salesmen to use as a call list. Finally. 
miniature models were mailed. 

The next step in the campaign is a 
mailing to general contractors. Once 
the architects’ recommendations have 
been written into the plans for the 
types of partition National supplies, 
the company must enlist the support 
of the contractor and educate him in 
the method of erection. In this effort, 
the sales force will again be called 
upon, and the local dealer will then 
be brought into the picture. 

The final step in the campaign will 
be a sound-slide film, now in produc- 
tion. This will be presented to archi- 
tects’ groups throughout the country. 
District sales offices will also conduct 
special meetings for the training of 
salesmen to market the wall systems. 

The large-scale construction market 
is expected to use metal lath partitions 
in quantities in the years to come and 
National Gypsum hopes to line up 4 
goodly portion of this business in the 
next six months, while there is still 
time to do an educational job. 
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How Hercules Talks to Employes About 
Advertising and Sales Promotion 


BY THEODORE MARVIN - 


Frequent explanations of the sales role of company adver- 
tisements head off uninformed judgments. "That's a nice 


ad" or "This is lousy.'’ Then sales literature does the job. 


Hercules Powder Co., Wilming- 
ton, Del.; manufactures almost a 
hundred chemical and explosive prod- 
ucts used by more than 60 different 
industries. Hercules’ six operating de- 
partments, staffed with their own 
sales forces, quite frequently sell to 
the same industries. Sometimes the 
materials they sell are competitive, 
sometimes complementing. 

The six Hercules operating de- 
partments are served by a single ad- 
vertising department. So our problem 
has been to develop a simple means to 
merchandise advertising and sales pro- 
motional literature to the manage- 
ment, sales forces and employes in all 
these divisions. The idea is to tell 
people in each operating division what 
advertising and merchandising aids 
are being developed for all depart- 
ments. 

Our selling process is fairly tech- 
nical, so our salesmen do not hand 
out reprints as they might in some 
other kind of business. Consequently, 
we do not distribute to our salesmen 
reprints in bulk of our advertisements. 
However, we do send out reprints to 
our salesmen—just for their own in- 
tormation. Reprints also are posted on 
bulletin boards in all our offices. Some 
advertisements are re-used in house 
organs. Enlargements of advertise- 
ments are displayed at sales meetings. 

Periodically, we send to about 
1,000 Hercules employes in the 
United States and abroad, reprints of 
a dozen or more different current ad- 
vertisements. These 1,000 people in- 
clude top management, operating, re- 
search, and sales personnel—and any 
employe in any plant or branch office 
who requests reprints. 

lhe purpose of distributing re- 
prints to these 1,000 employes is to 
outline objectives of our advertising 
and how they are achieved. So it’s not 
enough to merely enclose a dozen 
reprints in a 9 x 12 inch envelope 
and send them out.’ Using illustra- 
tions or an informal style of writing, 
We imprint a message on the face of 
the envelope. 
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The message on one reprint en- 
velope may explain the background 
of five or six out of the dozen en- 
closed advertisements. For each ad- 
vertisement singled out for special 
mention, we write about 75 words 
showing what we seek to accomplish. 

Occasionally, we explain the func- 
tion of an advertising department in 
the envelope messages. ‘That’s the 
purpose of three recent envelopes— 
‘Take a Letter to Hercules;” “How 
An Ad is Born;” and “Advertising 
Is Selling In Print.”’ We've all heard 
people say, “That’s a nice looking 
ad,” and ‘“This ad’s lousy.” All of us 


Director of Advertising, Hercules Powder Co. 


know that is not the way to judge 
advertisements. So these envelope 
messages take our own people behind 
the scenes. ‘They show our people how 
and why these advertisements are cre- 
ated. This gives everyone a better 
understanding of how advertising is 
geared to help Hercules salesmen sell 
more Hercules products. 

In assembling reprints we watch 
carefully to see that advertisements 
are trimmed so they slip into the en- 
velope without folding. This may 
sound elementary, but it’s a pitfall. 
The slightest deviation in the size of 
one advertisement can make a bunchy 
envelope and a sloppy presentation. 

Hercules prints a large number of 
booklets each year. Booklets cost con- 
siderably more than advertising re- 
prints so copies are distributed 
throughout the company to a much 
smaller list, It’s just as important to 


"Take rw Letter 
“To Aercules” 


q Executive (for example, Sacre 
2 mento, Calif.), reading « Hercules 
ad, writes to obtain specific information on 
how our product can help him. 


These inquiries —as many os 

100 a day — are funneled to the 
Advertising Department, where they are 
tabulated. 


) 


quested), and into inquiries for technical information — 
sorted still further by types of products, and by operating 


When the inquiry is answered, a copy of the 

acknowledgment goes to the Wilmington 
sales office, and to the sales office in the territory of 
the executive who made the inquiry. (in this case, 
San Francisco.) 
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His letter goes to 

home office, and 
the address on the ad tells 
as which ad he saw, and 
in what magazine. 


Z 


a 


The letters are then divided into queries that can be 
bandied automatically (like sending = book re- 


Some of these inquiries, followed up by sales 

men's calls and the submission of technical 
data, lead to orders. Sometimes, you cup slide an ed 
under a closed door and the dor will open to « 
Hercules satesman. 


A BULLS EYE: To show how advertising stimulates prospects, Hercules ran 


this picture-story on the envelope containing advertising reprints for employes. 
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explain to our own people the purpose 
of our sales promotional booklets as 
it is to explain the background of our 
publication advertising. So a wrap- 
around explaining the purpose of the 
booklet, and usually giving its dis- 
tribution schedule to the trade, is sent 
with each booklet distributed inside 
Hercules. The wrapper technique also 
performs these uses: 1. Recipients 
know it’s a new booklet. 2. Booklet 
is not mutilated. 

Some bookléts may have a useful 
life of several years. For instance, 
the booklet issued by the Explosives 
Department on “Mine Foremanship” 
was first printed in 1937 and is still 
a live booklet but some persons have 
forgotten it. That is why we have 
been issuing, every three or four 
months for the past two years, a little 
folder ‘Current Hercules Litera- 
ture.” This folder goes to everyone 
who receives advertising reprints. It’s 
a very convenient device whereby any 
Hercules employe can learn immedi- 
ately what literature is available on 
products of any of the company’s six 
operating departments. This folder 
also serves these purposes: 

1. By maintaining an inventory 
with each listing, we eliminate the 
possibility of suddenly exhausting all 
copies of a book. 


CUCS sno 
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FOR (MPROVED 
PRODUCTS AND 
PROCESSES 


TEASER: Humorous artwork draws prospects 
eye to Hercules products and services. 


2. It heads off our salesmen em- 
barrassing themselves by promising a 
booklet (merely because the salesman 
has a copy himself) to a customer, 
only to find later that the booklet 
long has been out of print. 

3. It exposes “holes” in our liter- 
ature line up. It’s easier to spot sub- 


jects on which we need literature. 

4. It shows up excess quantities | 
useful books. Planned distribution 
campaigns can be made to move these 
books into useful outlets. 

5. It exposes books which are obso 
lete. Heretofore, these books lan 
guished in the storeroom. 

6. It informs everybody of the 
publication of new books. 

Merchandising our advertising and 
sales promotional literature is a two 
way proposition inside the company- 
we ask the sales forces and others in 
the company to help us. We make it 
easy for them to do so. One of oui 
aids is the “Advertising Mailing 
Lists” folder. Before this summary 
was printed for our salesmen, and 
others who are concerned with trade 
records, we found that the average 
sales report would carry a notation 
saying “add Mr. Jones to our mailing 
list.” We have no one mailing list; 
if we did, it would be enormous. It 
wouldn’t be very effective, either, be- 
cause little or no literature of one 
kind could be mailed effectively to 
such a diverse list of customers as we 
have at Hercules. So “Advertising 
Mailing Lists” folder makes it easy 
for everyone to identify the list, or 
lists, on which their prospects’ and 
customers’ names should appear. 


FOR PROVED 


PACKAGE YOUR PRODUCT IN 


play package. 


yours. 


CusTOMEeRS like what they see when they see your 
product packaged in eye-appealing, transparent Pyra- 
Shell. containers. You can't find a more attractive dis- 


Compartmented Pyra-Shell boxes are particularly 
valuable in unit-packaging of popular assortments. 
Dealers find them easier to order, easier to display, 
easier to sell. Retail unit sales are larger — and so are 


Find out how standard — or, if necessary, special — 
Pyra-Shell containers will boost the sale of your line. 
Simply send a sample product or assortment for com- 
plete recommendations. 


Address Dept. S 
SHOE FORM CO. INC. 


AUBURN, N. Y. 


Pyra-Shell TRANSPARENT BOXES 
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“Oh Yes! SEATTLE 


TAKE A GOOD LOOK AT SEATTLE! Here is a perfect pic- 
ture of “market opportunity.” Seattle is BIG. It now ranks 
among the first 15 markets in America. 


VISIT SEATTLE. See for yourself what an important, easy- 
to-sell market Seattle is today. The BIG newspaper in Seattle 
is The SEATTLE TIMES. It covers this market intensively... 


‘, it is the ONE advertising medium that can capitalize the oF t A T T [ : 
_ Seattle Opportunity for you. 
SS ae 


Represented by: O'MARA & ORMSBEE, INC. ¢ New York © Chicago ¢ Detroit ¢ Los Angeles « San Francisco 
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Why Decentralization Takes 
Root in Sales Management 


Last of a group of four articles 


Decentralized management has 
made its farthest advance in selling 
and distribution. Decentralized man- 
agement is followed more extensively 
in distribution than in other depart- 
ments of business. And far more com- 
panies are more completely decentral- 
ized in their sales management than 
in any other operation. In fact, it is 
a common practice for concerns to 
decentralize their sales management, 
though they are not decentralized at 
all in other departments. 

It is not hard to understand why 
this should be true. Selling is a de- 
centralized operation, as it is carried 
on largely in the markets, outside of 
the company’s plants. Production, on 
the other hand, is essentially a central 


BY JOHN ALLEN MURPHY 


operation, as it is done inside the 
plants. And so, mainly, is purchasing, 
finance, research, and all the other 
primary activities of the business. 

A sales department is comparable 
to a railroad system. I mentioned in a 
previous installment that the business 
of a railroad is to run trains and that 
the final unit in the railroad’s decen- 
tralized management set-up is the 
conductor. He is in charge of the 
train. The ultimate objective of all 
businesses is to sell goods. ‘The man 
in charge of the sale is the salesman. 
Everything that was started by top 
management and acted on by down- 
the-line management is finally con- 
summated by the salesman. He is the 
company’s pay-off man, the bottom 


SUPER-BRAIN & BALL: Raw materials for 
products in Eniac, electrical brain, and 
child's beach ball are supplied by Bakelite 
—from four production and sales divisions 


manager in the organization’s tier ot 
management. Without him the work 
of all the other tiers would have come 
to naught. 

While the salesman carries out 
policies and follows instructions, he, 
too, must have authority. He is a 
vital link in the company’s manage- 
ment. He has to be allowed to use his 
judgment, to make decisions, to initi- 
ate and to make mistakes without feai 
of being reprimanded. The isolated 
nature of his employment, working 


COMBINATION: These products of Johns- 
Manville’s industrial division are sold by 
building division in Denver area where it is 
uneconomical for industrial division to sell. 
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alone, out of immediate touch with 
any other employe, makes it impera- 
tive that he have more freedom of 
action, than an employe who is work- 
ing directly under a supervisor. And 
of course he must be backed by a line 
of managerial authority, extending 
from him to the top, up through sales 
supervisors, district managers, etc. 
That is the philosophy that is back 
of the decentralization of selling, but 
here are the specific reasons for it: 

1. It is the logical way to set up 
a sales organization of any size. To 
function efficiently, selling has to be 
decentralized to a certain extent, re- 
gardless of whether the rest of the 
business is decentralized. Selling al- 
ways has been essentially a decen- 
tralized operation. 

2. Where the business is decen- 
tralized physically, its sales depart- 
ment has to be decentralized. Though 
a centralized business may have a de- 
centralized sales setup, we seldom 
find the reverse of this. 

3. One of the main reasons for 
branch plants is to have them located 
closer to markets. Obviously, if man- 
ufacturing must be near the customer, 
so must selling. 


When Decentralization Begins 


4. The growth of big lines has 
made decentralized selling setups nec- 
essary. The company with a simple 
line selling to one market could func- 
tion satisfactorily with a centralized 
sales department. But as soon as it 
added other lines or began to cater to 
diverse markets, a different kind of 
sales organization might be necessary. 
For example, though the Simmons 
electronic blanket is a bed product, 
it will have to be sold in departments 
where beds are not sold. So the Sim- 
mons Co. will have to set up special 
sales machinery for selling it. Neither 
can the Koppers Co. sell today, with 
its highly diversified line, which is 
sold to numerous industries, as it did 
when its principal product was coke. 
Nor S. S$. White Dental Manufac- 
turing Co., with its flexible shafting 
and other industrial products, which 
are marketed to many fields, as it did 
when dental supplies was its line. 

The big line today is actually the 
selling problem of thousands of busi- 
ness organizations. This is true 
whether the line just grew naturally, 
or is the result of mergers or is the 
output of laboratory research or of 
some other product development pro- 
gram. The diversified line problem 
can be solved only through some form 
of decentralized selling. 

_ 5. While mergers usually greatly 
increase the size of lines, they also 


reason for decentralized selling—if 
the units in the merger are continued 
as separate enterprises. Generally the 
new units or perhaps a combination 
of two or three of them will require 
their own sales organization. For in- 
stance, the units in Allied Chemical: 
They are very large and outstand- 
ingly successful businesses in their 
own right. They could operate effi- 
ciently only under the well organized 
selling setup which they have. 

6. The division type of organiza- 
tion has become the standard method 
of splitting up huge lines of great 


Back in 1873, the Texas cattle 
industry was in full swing. Cattle 
trails to the railheads were crowded 
with lean and rangy longhorns, be- 
ing driven north for fattening and 
sale. Times have changed! The 
hefty Hereford has replaced the long- 
horn...Brahma beef cattle add an 
exotic note to Texas prairies...and a 
substantial figure to rancher’s rev- 
enue. The cattle industry has grown 
out of all recognition. Last year (1945) 
the cattlemen in WOAI's primary 
listening range raised $300,850,000 
worth of beef cattle alone! 


Cattlemen, like many of WOAI's 
listeners, depend on radio weather 
and news reports to carry on their 
business. Remote ranches in the 
cattle country are often far from even 
the daily newspaper, to say nothing 
of the inspiration and amusements 
available “in town.” Naturally, they 
tend to buy the products advertised 
over the station they depend on for 
daily information and entertainment. 


diversity into workable units. Obvi- 
ously, the sales of a division or of a 
company operating divisions can be 
handled only under a decentralized 
plan. 

7. But the sheer inability of an 
ordinary mortal or a group of mortals, 
no matter how able they may be, to 
cope with the immensity of modern 
business, is the main reason for the 
decentralization of selling. The job 
of distributing the production of even 
a single large company is so colossal 
that it must be distributed among 
many brains and among many hands. 


It’s a long way from the longhorn!” 


WOAI is the only 50,000 watt. 
clear channel station beamed to the 
cattle kingdom of the state — the 
counties that comprise most of its 
ranching area. Cattle raising is oniy 
one of the growing industries of this 
area. All over Southwest Texas, 
people look to WOAI for news, in- 
spiration, and entertainment...and 
form a rich market for the products 
they hear about over WOAI. 
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General Robert Johnson, head of 
Johnson and Johnson, says that his 
rule for determinig the size of a 
plant, is not the physical proportions 
required, but how big a plant can a 
manager manage. ‘he same rule can 
be laid down for a sales job. It should 
be no bigger than the capacity of the 
man or men assigned to handle it. 

By decentralized management we 
mean an organization plan where 
authority and freedom to act, within 
certain provinces, is passed from the 
top of the business down through the 
ranks. By decentralized sales man- 


n Tribune Pub 


agement we mean the same thing— 
the passing of authority, with all of 
its concomitants, from top sales man- 
agement down through the entire 
sales organization. 

But we also mean a lot more. De- 
centralized selling is a system whereby 
the selling job is broken up into 
smaller packages or units or tasks. It 
is both management and a technique. 

The problem of sales management 
today is to sell huge lines, the output 
of many plants, the production of sev- 
eral divisions and the stream of new 
products coming out of research 
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laboratories. This requires not onl) 4 
division of managerial authority, but 
what is just as important, a division 
of work. A salesman must not be 
given too much to do. He must jot 
have too big a territory or too many 
prospects or customers. His line must 
not be too big. Neither must he be 
assigned too diverse a list of prospects 
or too many different kinds of markets. 

His task must be measured to his 
size. He must be given all the author- 
ity he needs. And all the backing he 
needs — advertising, ample promo- 
tional help and every other kind of 
service that is demanded. His job is 
to sell. ‘The job of all management 
above his level is to furnish him with 
all the aids he needs and with goods 
that are saleable. 


Decentralization Check-List 


There are a number of ways by 
which the selling job is being decen- 
tralized : 

1. In general there is a wholesale 
tendency to let salesmen and district 
sales executives use their judgment on 
numerous matters that formerly were 
centralized. It is now conceded that 
there are vast differences in each terri- 
tory. ‘he local sales representatives 
are familiar with these differences and 
increasingly they are allowed to deal 
with them as they see fit. ‘There has 
been altogether too much centraliza- 
tion of sales management and of sales 
promotion. ‘That is deciding from a 
central point on sales management 
and sales promotional practices. Cus- 
tomers have been punched cards, ter- 
ritories have been maps, salesmen cogs 
in a system. The human element in 
selling had been decentralized. 

2. Many methods are being de- 
veloped for breaking up the sales 
tasks into smaller pieces—for getting 
more instrumentalities in on the sell- 
ing job. For instance, there is the 
recently announced plan of American 
‘Type Founders. Hereafter the com- 
pany’s salesmen will concentrate on 
major printing equipment. The small- 
er items in the line will be sold mainly 
by catalog. 

3. There is a pronounced tendency 
in some fields toward splitting up big 
lines among general line salesmen and 
among specialists. The hardware job- 
bing field is doing this. The regular 
salesmen sell the whole line with its 
thousands of items. Specialists go out 
with one or more special lines. 

4. It has long been the practice ot 
many companies to “industrialize 
their sales forces. That is to have 
salesmen who are specialists in the 
various markets served by the com- 
pany—automotive, steel, public utili- 
ties, or whatever the markets are. 
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The Greatest Concentration of Buying Influence 


in the Building Industry 


WARTIME NOVEMBER JANUARY FEBRUARY MARCH APRIL MAY JUNE 
CEILING 1945 1946 1946 1946 1946 1946 1946 


*80,414 80,321 a9 | 


al 
** Peacetime difficulties in the printing industry 
7] 375 forced us to impose our own ceiling on circu- 

4 lation. We hope this is but a temporary situ- 
ation. 


The Largest Circulation 
Paid or Unpaid in the 
Building Field 


A policy of renewing only the most desirable 
subscriptions accounts for a slight reduction 
in circulation since this ceiling was imposed. 
The circulation (80,105) of American Builder 

y| 4 879 represents the most complete coverage of the 
’ strongest and most active men in the building 


field to be achieved by any publication at any 
time. 


Above figures from | 


67 900 June 30, 1946 A.B.C. Audit 
’= | 


60,000 
‘i 


American Builder’s readers are building 
2, 


more than 75% of America’s homes 


. There is one chief reason for the fact that American Builder has 
the largest circulation (paid or unpaid) in the building field. 
It is the extraordinarily realistic and usable editorial material 
n which month after month for over 67 years has covered the 
many phases of planning, of building, of handling building 


\ materials and of using building equipment. 

: The inevitable result is that more than 80,000 worth-while 
4 Builders and Dealers subscribe to American Builder for the 
d constructive help they get out of it. 


That's the greatest concentration of purchasing power and in- 


fluence that you can find anywhere. 
manufacturers can direct messages to 


I 
2” f p AMERICAN ABC) Builders about the advantages of 
using their products and to Dealers 
POR about selling building materials at a 


profit. 


With separate ads in the General Edi- 
tion and in the Distribution Section, 


A SIMMONS-BOAROMAN PUBLICATION 


Chicago 3—105 West Adams St. * New York 7—30 Church St. 
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For example, a fabric manufacturer 


may sell the women’s cutting-up 
trade; men’s clothing manufacturers 
sell upholstery fabrics to automobile 
manufacturers and it may make 
blankets for the department store 
field. Obviously a different type of 
sales representative may be required 
for each of these markets. 

5. Some concerns “industrialize” 
their sales offices. ‘The men in each 
office are qualified to handle the gen- 
eral character of business served by 
that office. In Detroit, for illustration, 
there would be a man who is an 
automotive specialist. 

6. On the other hand, there is an 
opposite tendency to this on foot. One 
of the principal reasons for the de- 
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DeVRY (Model RS-ND30) 16 mm ki 
Sound-on-Film Projector i} 
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THIS 3-PURPOSE DeVRY 
IS YOUR BEST BUY 


The best is back again! Once more the in- 
comparable DeVRY RS-ND30 professional 
16mm. motion picture sound projector is 
available to all. Compact . . . simplified... 
rugred . . precision built, this moder 
teaching miracle now offers even greater per- 
formance with the latest electronic, optical 
and mechanical refinements. 

The amazing model RS-ND30, with separate 
hich powered 30 watt amplifier and full-toned 
permanent magnet speaker, provides sound-on- 
film projection with theater qual.ty perform- 
ance. It’s improved . . different... 
class by itself. See it! Hear it! 
you'll know why DeVRY is your best buy! 

The DeVRY RS-ND30 model is a 3-purpose 
portable 16mm. sound-on-film projector that: 
(1) SAFELY projects both sound and silent 
films; (2) shows both black-and-white and 
color films without extra equipment; (3) and 
has separately housed 30 watt amplifier and 
sturdy Permanent magnet speiker which afford 
portable Public Address facilities—indoors and 
out 

Write for 136-page Film 
Catalogue—\our guide to 16mm. sound and 
silent educational entertainment and religious 
films, Inchuding 16mm. reproductions of out- 
standing Hollywood features—for rent or sale. 
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velopment of integrated lines is that 
many buyers want to concentrate 
their buying with fewer suppliers. 
They prefer to purchase at least re- 
lated lines from one source. Salesmen 
capable of taking care of this kind of 
business are being trained. 

7. Many big lines, however, are 
composed of strange bed fellows, 
which though logically related, can 
hardly be sold in the same package 
with the rest of the line. Botany 
Woolen Mills have a line of lanolin 
toilet goods. George W. Borg Cor- 
poration’s main product is an elec- 
trically wound clock which is sold to 
automobile manufacturers and their 
dealers. But it also makes sweaters 
for chain stores. The Torrington 
Company’s line ranges from knitting 
needles to bicycles and velocipedes. 
The dairy industry is becoming an 
important market for Solar Aircraft. 

8. Most large companies, whether 
decentralized or not, are increasing 
the number of their sales offices. 


The Division Setup 


9. However, decentralized  dis- 
tribution does not necessarily parallel 
the physical decentralization of plants. 
In some cases, sales offices are located 
in branch offices, but generally sales 
offices have to be more widely decen- 
tralized than plants. Often branch 
plants are located in small communi- 
ties or are concentrated in area. Sales 
offices have to be located in larger 
centers. For example, Hunt Foods, 
Inc., has many plants on the Pacific 
Coast. But its sales representatives 
have to be in the principal food con- 
suming centers. 

10. Without question the most 
popular method of decentralizing sell- 
ing is through the creation of divi- 
sions. One of the most significant 
business developments of our time is 
the rise of the division. Literally al- 
most all big companies have set up 
divisions, are organizing on a divi- 
sional basis or are considering the ad- 
visability of doing so. General Foods 
and Johns-Manville are among the 
many companies which have recently 
been extending their divisional set- 
ups. 

A division is a completely autono- 
mous group, operating within a cor- 
poration. It is not a separate corpora- 
tion. It is headed by a “president” or 
general manager. It is largely super- 
seding the subsidiary as it is more 
flexible and much easier to handle in 
every respect. Some companies, how- 
ever, are adhering to the subsidiary 
plan. Whether divisions or subsidi- 
aries the principles are the same. The 
division usually manufactures, sells 
and operates just as would an inde- 


pendent business. It generally has its 
own officers, executives and personiel 
from top to bottom. It is subject only 
to certain controls from the parent 
organization. Its parent, however, 
helps it in many more respects than it 
controls it, as was detailed in previous 
installments. 

And certainly it has its own line 
of goods. The divorcing of its line 
from the main line of the company is 
the principal object of the division. 
It is a device to facilitate sales. ‘This 
was explained recently by Johnson 
and Johnson when it announced the 
organization of its TTEK Corporation 
subsidiary. “General Johnson _be- 
lieves,” it was announced, “that 
groups of related products which have 
achieved sales volume large enough 
to make them economically self-sufh- 
cient are more effectively managed 
and promoted by specialized person- 
nel.” 

The divisions of many companies 
are very large businesses in them- 
selves. It has been the experience of 
numerous corporations that sales 
boom under divisional management. 
Many other benefits also accrue. The 
reason is that down-the-line manage- 
ment and in fact the entire personnel 
has no responsibility to any division 
but its own. Under central manage- 
ment the departments or groups of 
products that make the best showing, 
that sell the easiest or make the most 
profit, get the nod from management. 
The salesmen or sales executives who 
know on which side their bread is 
buttered, push the things that man- 
agement favors. 


Product Grouping 


Under divisional operation, the en- 
tire division fights for its own line. 
Usually lagging products are quickly 
brought up to scrimmage and sent 
through for sales gains. There are no 
longer orphan products. The division 
acts in every way as though there 
were no other division in the com- 
pany. 

In some few cases, however, in very 
thin markets, companies combine one 
or more divisions in a single sales 
office. This combination of the sales 
effort of divisions is also often done 
in export selling. 

In other instances a division may 
lend a hand to its sister divisions in 
mar':ets where it is strong and they 
are weak. American Brake Shoe Com- 
pany, which has 10 divisions, follows 
this practice. 

11. Many companies, which have 
a division plan, let each division ad- 
vertise on its own hook, just as though 
it were an independent business. A 
number of them employ an advertis- 
ing agency just for their division. 
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IT’S A FACT! 


“The buying power of Oregonians 
is ever on the increase. The popu- 
lation here is constantly on the 
increase, thereby affording more 
purchasing power for eastern firms 
who desire a highly untouched 
market.” 


IT’S A FACT! 


“Surveys show buying power 

almost trebled since 1939 

in this area. 1940-41 quotas 

fall far short of covering 
this market.” 

he acs JAS. H. CASSELL 

DWARD N. WEINBAUM Publisher, Automotive 

E A : , News of Pacific Northwest 

Mer., Portland Retail Trade Bureau IT S A FACT! m Manager, Oregon 

. Automotive Dealers Assn. 


“Basic resources assure higher- 
than-average income in this big 
market — Oregon and South- 
western Washington. Now, 
manufacturers of quality pro- 
ducts have an unusual oppor- 
tunity to widen distribution 
here, where increasing sales 
opportunities are assured.” 
ARNOLD KUHNHAUSEN 
President Northwest 
Appliance Retailers Assn. 


IT’S A FACT! 


. 


IT’S A FACT! 


wy? : “Retail food sales in the Oregon 
I'd advise manufacturers to Market are equal to these of 
tohe a geod leek at the Grages St. Louis, Akron and New Or- 
gringo panne <p arg leans combined. This means 
Menwds os ta he ied pc sales opportunity for — 
JACK LYNCH, Manager meme rg 
Here sodagscon President Portland Food 


Brokers Club 


IT’S A FACT... 
THERE ARE BIG 


IN THE 
BIG oreGon MARKET 


; Take ACTION NOW to establish your product or 
This book gives : ; R 
sini iin dnote ai increase your volume in the big Oregon Market. 
Big Oregon Market. Buying power has increased 184% here since 1939— 
Write for your 57% more than the national average increase. This 
free copy. market has enjoyed a tremendous population growth 
since 1940—continues to grow! 

Quickly and firmly entrench your product in the 
entire Oregon Market while products are scarce— 
while demands and incomes run high. ACTION 
NOW means profitable sales opportunity for you. 


Portland’s LARGEST Newspaper 
SELLS THE OREGON MARKET 


The Oregonian is first in the Oregon 


& 
Market — first in daily circulation, frst Che Ore or eR al 
in Sunday circulation, and frst in circu- 


lation growth. With its intense circula- 


tion in Portland, and exceptional cover- PORTLAND, OREGON 
age throughout the entire market, The 
Oregonian is your first choice to sell the The Great Newspaper of the West 


growing Oregon Market. 
REPRESENTED NATIONALLY BY PAUL BLOCK & ASSOCIATES 
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UNE BUY 


WILL 
BLANKET 


THE PACIFIC 
NORTHWEST'S 


It costs little to influence 
sales in this rich market 
where 1945 retail sales were 


$1,402 PER CAPITA. 


No outside medium will 
reach its 166,500 inhabi- 
tants; but you can reach 
them for the Pacific North- 
west’s lowest per capita 
cost. That's because KIDO 
has a 92% regular radio 
family circulation and de- 
to 95% of the 
tune-in at any hour! 


livers 81% 


Get ALL the interesting 
facts. Write, or ask your 
John Blair man, for a copy 
of the new booklet 


“Reap a Rich 
Sales Harvest” 


Basic NBC Outlet 


Domine the 


bce Market 
REPRESENTED NATIONALLY 
BY JOHN BLAIR & CO. 


TC SLOANE 


PRESIDENT 


“Well, whom dol belong to now?” 


In fact large companies are tending 
toward the use of more than one 
agency. I believe Procter and Gamble 
have seven agencies. The purpose of 
this plan is to get a lot of brains 
working on the company’s products. 
Each agency is given enough business 
to make the Procter and Gamble ac- 
count worth while and to justify them 
in giving it major attention. 

12. Generally speaking there has 
been much better advertising of divi- 
sions than there has been of parent 
companies. The divisions stick pretty 
much to product and to service ad- 
vertising. ‘They have found that 
people are interested in what a com- 
pany makes and not in who it is. 
General Foods has been the almost 
ideal proponent of this type of adver- 
tising. 

Dresser Industries are among the 
best of the institutional type of man- 
agement company advertisers. ‘This 
organization is always persuasively 
presenting the “why” of its setup. It 
shows how its markets benefit from 
having so many units in the same 
organization. Incidentally, it adver- 
tises the business of the units. 

The Glidden Company also is do- 
ing a fine job in advertising of this 
kind. And now comes American 
Brake Shoe Company with a new in- 
stitutional campaign, to supplement 
the advertising of its divisions. The 


copy stresses case histories. 

13. Decentralized management 
gives everybody in the sales depart- 
ment relatively more importance. It 
gives him more voice in management 
than he gets under a centralized 
system. The big thing however that 
it gives him is greater control of his 
own job and more latitude in han- 
dling his job. 

As far as sales executives are con- 
cerned, they get the right to shape 
budgets and to assist in expending 
them—far more than they get under 
centralized management. One of the 
severest criticisms of autocratic top 
management is that its budgets are 
allotted arbitrarily and not demo- 
cratically as they are under the wisest 
type of decentralized management. 

In conclusion my study convinces 
me that decentralized management is 
a must for any large company and 
that decentralized sales management 
to some degree at least is a must to 
any company of any size. It must be 
remembered that decentralized man- 
agement is still in its infancy. 

(This is the conclusion of the four- 
article series on decentralization by 
John Allen Murphy. The four parts 
are being combined in one reprint, 
and will be available shortly through 
the Readers’ Service Bureau of SALE: 
MANAGEMENT, 386 Fourth Ave 
New York 16.—TueE Epirors.) 
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Promotion 


The Typical Reader 

The first survey of the newly-cre- 
ted Mechanix Illustrated Reader- 
Consultant panel reveals that its av- 
erage reader is a young married man 
of 32, who has (at least) one son, 
is well-educated, has a better-than- 
average income. Half of these readers 
own their own homes (valued at 
$7,000 each), which they maintain 
out of an average yearly earning of 
$3,600. The survey provides added 
information on its readers’ hobbies, 
pass-on readership of the magazine, 
etc. Write Fawcett Publications, 
1501 Broadway, New York City, 18. 


Wisconsin Objet d‘ Art 


The Whiting-Plover Paper Co., 
Stevens Point, Wis., is offering one 
of the most beautiful promotion 


booklets—not only for the company 
but for its state—to come across our 
desk. While the book contains illu- 
trated samples of its letterheads, etc., 
it also has folklore stories of the sec- 
tion, photographs of the lake and 
farm districts, chatty but informa- 
tive literature on paper and paper- 
making. 


. . « So Goes the Nation 


The New York Sun has a conden- 
sation of valuable business informa- 
tion (incomes, housing, chain stores, 
etc.—from authoritative periodicals, 
reports and Government sources) for 
busy executives. One section is given 
over to The New York Market, an- 
other to Advertising, a third to Sales 
and Distribution. Write the paper, 
280 Broadway, New York City, 15. 


Everything but the Kitchen Sink 


Woman's Home Companion has 
encased its newest promotional effort 
in a facsimile of an alligator bag. 
Inside the bag one finds condensa- 
tions and reprints of special articles 
and samples of all of the magazine’s 
teatures from recent issues. Purpose 
-to suggest the scope of the peri- 
odical. Write the magazine — 250 
Park Avenue, New York City. 


RCA Research and Development 


Pathfinding in Radio,” the story 
o Besos Research and Development, 

s been released by the Department 
ot Information, Radio nema of 
ary 30 Rockefeller Plaza, New 
York City. An invaluable ie to- 
ird a better understanding of the 
company’s multitudinous activities, 
this book talks of the men in RCA’s 


th-places, and the company’s. war- 


+t 


NOVEMBER 10, 1946 


work—its beginnings and advances. 


S. M. Tips Its Hat . . . to 
Today's Woman, for “Gentlemen, 
meet Mrs. Young,” a painless study 
of the typical reader of the maga- 
zine; a quick summary of the fea- 
tures, writers, art work which make 
it up ... to CBS for “Pacific Pan- 
orama.” Short, terse, its lists every- 
thing from aircraft to wine—tells 
what activities are stirring in each 


of the three Pacific states ... to 
Group Comics 
a clever, 


for 
car- 


Metropolitan 
“Meeting of Minds,” 


toon-illustrated booklet seeking to 
show that its difficult to have such 
a meeting on religious, income, or 
educational backgrounds, but that 
one can be achieved through comics 

. to O’Brien & Dorrance, which 
turns out promotional literature, for 
turning out some of its best stuff 
in its own behalf. Called, “Some- 
thing wonderful has happened!” it 
celebrates the organization’s award 
of a phone... to The Katz Agency, 
Inc., for “It’s big, beautiful, and 
young,’ which provides more in- 
formation on the Pacific Northwest. 


...a must for your Peacetime Profits 


There are still millions of men in the 
armed forces; will be for years to come. 
These men, unlike those in active service 
during the war, have their wives and chil- 
dren with them; are supplying them with 
their everyday family needs through pur- 
chases made at Army PXs and Navy Ships 
Service Stores. 

Thesemilitary families buy only branded 
merchandise; are well up in the economic 
scale. (The lowest paid enlisted man in 
the Army enjoys compensation equalling 
that of a civilian receiving $342.86 a 
month.) 

In addition to these families there are 
the millions of veterans and their families 


who are privileged to buy at the stores 
located in the various hospitals and other 
Veterans Administration installations. 
There are many other new and interest- 
ing phases of the “PX" market through 
which, 16 months after V-J Day, merchan- 
dise is flowing at the rate of billions of 
dollars a year. But it’s a longer story 
than can be told here. Also it’s too in- 
teresting and important to a sales man- 
ager to just highlight the facts. Why not 
drop us a line or call in our nearest rep- 
resentative and let him give you the com- 
plete picture of the peacetime PX. It’s here 
to stay—to the lasting profit of every 
manufacturer of branded merchandise. 


..- A Youthful Market With a Great Future 


POST EXCHANGE 


ARMY ° NAVY e 


MARINES e 


MERCHANT 


MARINE 


Main Office—292 Madison Ave., New York 17, N.Y. 


HARLEY L.WARD, Inc. WALTER W.MEEKS SIMPSON REILLY, Ltd. SIMPSON-REILLY, Ltd. FRED WRIGHT CO. DUNCAN MACPHERSON 
360 WN. Michigan Ave. 101 Marietta Garfield Building Russ Building 915 Olive Street 700 So. Washington Sq. 
CHICAGO J,ILLINGIS § ATLANTA3,GA. LOS ANGELES 14,CAL. SAN FRANCISCO 4, CAL. ST.LOUIS !,M0. PHILADELPHIA 6, PA. 
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Peopte make markets ... more people in 


Florida have more money to spend than ever 
before ... and more people are settling down 
in Florida every day. 


Florida believes that prosperity can be a per- 
manent way of life for all people...and Florida 
gives all her citizens, old and new, the oppor- 
tunity to dream big dreams, to plan a future 
within broad horizons. 


More people are living, working, playing in 
Florida because they enjoy it .. . because of 
Florida's incomparable climate... her sane and 
intensive use of her almost endless natural 
resources... her booming industrial potential. .. 
her healthy employment situation . . . and her 
amazing diversification of crops and agricultural 
products. These people know that Florida’s pro- 
gressive business management, coupled with her 
friendly, enlightened labor supply, is responsible 
for her increased retail sales, bank deposits, 
postal receipts, industrial and agricultural out- 
put, and, above all, her rapidly mounting pop- 
ulation...a market to be reckoned with now and 
in the months and years to come. 


Tell your story in Florida’s three major markets 
and their tremendous trading territories ... now 
... through the columns of Florida’s three great 
morning dailies . . . at low cost. 


- 


TAMPA TRIBUNE FLORIDA TIMES-UNION MIAMI HERALD 
* Jacksonville * 


. : National Representatives 
Notionol Representatives National Representotives e 


+ Reynolds-Fitzgerald, Inc. Story, oetes Finley, Inc, 


* 
Sawyer-Ferguson-Walker Co. Jann and Kelley, Inc., Atlanta A. S. Grant, Atlanta 
Complete Coverage of Florida’s Three Major Markets and Their Trading Territories 
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How Gray-Mills Promotion Turns 


Prospects into Customers 


Based on an interview with RAYMCND HOLLIS 


A list of 36 business and industrial papers tells the story 


of Gray-Mills parts cleaning systems and degreasers. Then 
tailored-to-market direct mail identifies the distributor, 
tails inquiries, keeps new prospects flowing in steadily. 


UNCOVERS PROSPECTS: Gray-Mills makes extensive use of industrial publications and 
direct mail for opening doors in behalf of jobber salesmen for the company's products. 


Gray-Mills Corp., Evanston, IIL, 
believes that there are two principal 
keys for opening doors to let in its 
products. They are: Advertising di- 
rectly to its field nationally in busi- 
ness papers; use of direct mail. Gray- 
Mills products, in the main, are parts 
cleaning systems and degreasers for 
the automotive service industry, car 
dealers, independent repair shops and 
truck fleets, and parts cleaning and 
pumping units for industry. Gray- 
Mills sells the automotive line 
through automotive jobbers, and in- 

dustrial equipment through mill sup- 
plies and industrial distributors. 

_Currently, the company is using 
17 publications in the automotive 
field; 19 in the industrial field, plus 
lirectories and certain export publica- 
tions. These are employed to make 
the company’s name familiar to the 
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user and potential user of its prod- 
ucts, and to continuously din product- 
identity into their minds. 

Direct mail is a very important 
part of the set-up—in fact, it acts 
to a large extent as a means for mer- 
chandising the other advertising. 
Direct mail goes to customers, to 
selected lists of potential customers 
supplied by publications and to local 
distributors’ lists. It is also built so 
that it becomes a follow-up to in- 
quiries. Checking the follow-up to 
make sure that the inquiry is not lost 
is considered a vital link in the chain. 

“We actively build business for 
our distributors,” Raymond Hollis, 
sales promotion manager, explains. 
“We use coupons liberally in our 
advertising and get many inquiries 
which we cannot afford to let die.” 

The follow-up system as worked 


Sales Promotion Manager, Gray-Mills Corp. 


out by Gray-Mills functions as fol- 
lows: 

1. The inquiry comes to the main 
office. 

2. An inquiry slip, in triplicate, is 
sent at once to the factory representa- 
tive in the territory. 

3. The factory representative sends 
one copy to the jobber or distributor. 
(Here, if the inquiry starts to stag- 
nate, and the company hears nothing, 
a month later the salesman gets the 
third slip and is told to investigate. 
The distributor, too, is reminded.) 

4. A fourth copy goes into the 
company’s tickler file. It pops up in 
due order and the factory man is 
asked, “What happened here?” Even 
the actual prospect gets a follow-up 
card to make sure he has received all 
information requested. 

It is an unalterable truism that no 
man, no matter how conscientious he 
is, or how good a worker he may be, 
will do everything to the utmost of 
his ability unless he has someone 
eternally walking on his tail. So this 
follow-up system does a lot more than 
merely chase the inquiry to its legiti- 
mate end. It gives Gray-Mills an 
insight into the stick-to-it-iveness and 
aggressiveness of its factory repre- 
sentatives and distributors. 


The management knows, for ex- 
ample, from carefully kept records, 
that the salesman or distributor who 
follows through quickly and reports 
back promptly without nudging, will 
make a good number of sales in pro- 
portion to inquiries. The system, too, 
helps to spot “weather reports” and 
recognize them from honest effort to 
nail down sales. 

To show how it works: If a sales- 
man dismisses a large part of his in- 
quiries as probably emanating from 
catalog hunters it is hard to believe 
that almost all of the catalog hunters 
live in a single territory. 

A representative who ranks high in 
sales volume is consistently prompt 
in returning his replies to all tips 
sent him, the company’s experience 
shows. And he usually maintains a 
good follow-up file of his own. Some- 
times a follow-up file results in a 
long-delayed sale. Only last week 
Gray-Mills received a letter from an 
eastern representative which proves 
the point. The letter said: 
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forwarded to me are 
as promptly as_ possible. 
some drag along over a 


‘Inquiries 
contacted 
However, 
long period of time without anything 
good coming from such efforts. In 
the case of the subject company’s in- 


quiry dated November 1, 1943, we 
are glad to inform you (return final 
report form herewith) that we have 
in the past 10 days resurrected this 
case “a sold them four Model G4A 
a units...” 

Gray-Mills has a sound reason for 
carefully checking and recording all 
sales. Users of its machines are al- 


Sales are 


Hl” 


ee 


GHER 


ways prospects for its solvents; this 
means repeat sales. 

The company has worked out two 
distinct promotions: One direct mail 
campaign is for those supplying auto- 
motive and kindred accounts; the 
other promotion is for industrial ac- 
counts. Gray-Mills makes the mail- 
ings for distributors under their in- 
dividual imprints. 

Gray-Mills’ own force of 39 fac- 
tory representatives is responsible for 
arousing and maintaining the interest 
of jobbers in sponsorship of direct 
mail campaigns. However, direct mail 


R In Worcester 


Leadership In 
Department Store 
Sales Proves It. 


Compared with a 1945 index of 100, department 
store sales* in Worcester for January to July 1946 
skyrocketed to 126, a high spot among New 


England metropolitan centers. In Boston, the score 


was 123, 


in New Haven 121, 


in Providence 121, 


in Springfield 116. This sales leadership is yours 


with complete coverage through the Telegram- 


Gazette — daily circulation in excess of 135,000 
and over 95,000 on Sunday. 


* Federal Reserve Bank of Boston 


Hs TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 


GEORGE FBOoTH Pustisher- 


> ASSOCIATES, NATIONAL REPRE 


SENTATIVES 


OWNERS of RADIO STATION WTAG 
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is also used to sell direct mail. Dj, 
tributors receive portfolios of thy 
mailing pieces which include lists 0; 
business papers carrying Gray-Mil! 
advertising and reduced reproduction 
of typical advertisements. 

A heading, in bold black type says 
““Here’s how you can localize Gray- 
Mills extensive national advertisine 
for extra sales and profits.”” Under ir: 


_ “Our national advertising is reaching 


customers and prospects constantly. 
It is creating and maintaining a de 
mand for Gray-Mills products. You 
can realize the most profitable results 
from this program by using our direct 
mail advertising in the territory you 
cover. Your prospect’s interest is 
aroused by our advertising; You tell 
him where to buy with yours. 

“Many distributors use the Gray- 
Mills Direct Mail Plan to accom 
plish this. ‘They get many inquiries 
that lead to sales. Let us help you to 
build up a profitable business on 
Gray-Mills products with our low- 
cost direct mail service.” 


Direct Mail Localizes Results 


You localize results and build your 
business, it goes on to say, by: 

1. Keeping the name and services 
of your company before those you sell 
or wish to sell. 

2. Identifying your company as a 
progressive, alert distributor of Gray- 
Mills products, thus enabling you to 
gain the fullest measure of benefit 
from our national advertising. 

3. Increasing your sales volume on 
the profitable Gray-Mills line, and 
other lines as well. 

4, Pre-selling the men your sales- 
men call on, and by so doing making 
their selling job easier, quicker and 
more productive. 

5. Maintaining contact, or enabling 
you to start missionary contact, with 
many companies (particularly small 
ones), which you are unable to call 
on during these days of limited per- 
sonnel and time. 

The cost, it is explained, is only 
five cents for each piece mailed. ‘The 
buyer of the mailing may take any 
number of pieces from a minimum ot 
three to the total mailing of 12 pieces. 

On the day that a mailing starts, 
each district salesman in the employ 
of the distributor is sent a letter per- 
sonally signed by Mr. Hollis, on a 
Gray-Mills letterhead which says: 

“We are attaching a sample of 4 
mailing that is now going out to 4 
selected list of firms in your territory. 
This is the first of the series which 
will be made by your company. You 
will receive a copy of each piece as 
it is sent out. Your company is using 


#this direct mail advertising to: 
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Wives, yes and a host of other 


women from teen-agers on up, 


read and heed the beauty hints in 
Holland’s Magazine. In ‘Time Out 
for Beauty’? and other regular 
columns, helpful suggestions and 
tips on beauty and good grooming 
are given—subjects close to the 
feminine heart. 


This is just one of the many fea- 
tures that make Holland’s a vital 
part of the South’s home life. 
and these features add up to just 
one thing... READER INTER- 
EST. It is because of this intense 
reader interest that advertisements 
in Holland’s pay out. When you 
want to reach the select Southern 
homes where income and living 
standards are high—select the 
magazine in which Southerners 
are personally interested. 


“Make your selling job easier and 
more productive. 

“To obtain direct leads for you. 

“And to build good-will for the 
company and for you. 

“For a period of 10 days after each 
mailing is made you will find that by 


putting sales emphasis on Gray- 
Mills the results will be especially 
profitable. 

“If you do not have the latest 
Gray-Miills literature in your catalog, 
send us a card and we will see that 
you get it immediately.” 

Mailing pieces use color with illus- 
trations, some in cartoon style, others 


iliustrated with photographic repro- 
ductions, wash-drawings or zinc etch- 
ings. Each piece is accompanied by a 
post-card to be mailed without stamp 
with squares to be marked with an 
X to get some specific type of in- 
formation. 

Return cards from these mailings 
go directly to the many distributors 
though they are mailed under the 
Gray-Mills company’s Evanston per- 
mit. (Some manufacturers may have 
overlooked the fact that this can be 
done under postal rules.) 

In the industrial field, items like 
portable pumping units and centrif- 


7 / 25% rag 
of 2 weights 


and white 


WHEN YOUR SALES MESSAGE is style... 
when you want to be extra sure that it 
won't end up in the wastebasket—see that 
it is printed on a paper of smart distinc- 
tion. Put your problem up to your printer. Paper is his bread and 
butter—he has the expert information you need at his fingertips. 
For fashion-wise promotions we're confident his selection will be 


¥3 pastel shades 


J Excellent printing surface for die-stamping, 
lithography, gravure or letterpress. 


When you want to KNOW...go to an expert! 


@ Rising I Papers 


Ask your printer. ..he KNOWS paper! 


Rising Paper Company, Housatonic, Mass. 


| Exclusive pattern derived from 
Italian Handmade paper 


v Envelopes in 6 sizes 


WA Denk GETTING 


uestion, to which we will 


princi 
of its 


545 FIFTH AVENUE 


THE LIONS SHARE? ? 


How the American Negro qgents ten billion dollars annually is a vital 
soon have the answer. The Research 

~ ome | of America is making a brand preference study of the 25 

areas inhabited by Negroes in the U. S. Th 

ind ever conducted. Reserve your copy on your letterhead now. 

We serve 24 times as many Negro papers as all other representatives. 


INTERSTATE UNITED NEWSPAPERS, Inc. 


NEW YORK @ CHICAGO e@ DETROIT 


is is the only study 


NEW YORK 17, N. Y. 
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ugal pumps are stressed; in the auto 
motive field, the Agitor parts clean- 
ing system and Agitene solvents. 
There are approximately 600 dis. 
tributors in the automotive field and 
270 in the industrial field. 

Gray-Mills Corp. began testing its 
direct mail program for distributors 
three years ago. It was started con- 
servatively, using mimeograph at first 
with catalog inclosures. ‘he early 
program proved profitable and re- 
finements followed. Trial and erro: 
proved certain types of mailings. 
These are priced so that the dis- 
tributor bears about two-thirds of the 
cost of printing and mailing. 

As an employe good-will booster, 
the company publishes a house organ 
known as the “Gray-Mills Reporter.” 
‘The house organ is printed five times 
a year for inter-factory and _ sales 
circulation and a somewhat similar 
publication, goes out at three-month 
intervals to factory representatives. 
Two other pieces, printed for in- 
closure in No. 10 envelopes, are for 
salesmen. The ‘“Coolent Courier” 
goes to industrial jobber salesmen 
and “Agitor News” to automotive 
jobber salesmen. These keep the sales- 
men up-to-date on new additions to 
the line and carry helpful hints. 

Mailing lists of approximately 
4,500 jobber salesmen who contact 
automotive accounts and approxi- 
mately 1,800 industrial accounts are 
maintained. 

The Gray-Mills management is 
convinced that ink can be used profit- 
ably by any large employer of labor 
or any manufacturing plant with 
national distribution. 

“Our books show that those dis- 
tributors who use our direct mail sell 
noticeably more Gray-Mills equip- 
ment than those who don’t,” Mr. 
Hollis declares. “Some sell two or 
three times as much as other dis- 
tributors in comparable territory. Of 
course it may be that the more en- 
ergetic and better organized dis- 
tributors, the fellows who are up on 
their toes, are the ones who subscribe. 
But that, too, ought to prove some- 
thing.” 


COMPLACENCY 


"The thing that amazes me is 
the complacency on the part of 
all media on the utter false prem- 
ise that all possible channels for 
an advertising message have been 
explored and that the die is cast 
as far as the major media of 
advertising are concerned." 


—Arthur Dimond 
H. J. HEINZ CO. 
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New Books for Marketing Men 


{The Book Editor will be glad to consult 
with subscribers concerning their book prob- 
lems. But when ordering, please write direct 
to the publisher. Sales Management cannot 
fill any book orders.) 


Executive Ability: Its Discovery and 
Development, by Glen U. Cleeton and 
Charles W. Mason. Published by The 
Antioch Press, Yellow Springs, Ohio. 
Price $4.50. 


The executive’s crucial role in our 
economy is everywhere recognized. It is 
he who blends and combines the elements 
of production—men, money and machines 
—into the whole of a profitable enter- 
prise; he who directs, controls, guides. 
Without his unifying powers America’s 
fabulous productivity would run aground. 
Yet he remains a man of mystery whose 
traits and functions are subjects of con- 
jecture. 


In the months this reviewer has been 
culling the book pile for SM readers, two 
works of a non-technical nature have 
seemed to merit the long life and per- 
sistent usage accorded to classics. One is 
Arthur Morgan’s A Business of My Own, 
reviewed in the May 1 issue. Executive 
Ability is the other. 


The authors possess the happy com- 
bination of background and experience 
to do their subject justice. Mr. Cleeton, 
who directs the Division of Humanistic 
and Social Studies at the Carnegie Insti- 
tute of Technology, brings to the study 
its broad outlook and sets the executive 
into the social frame. Mr. Mason con- 
tributes a detailed knowledge of psycho- 
logical testing and aptitude measurement. 
Between them they provide an exhaustive 
analysis of the executive: who he is, what 
he does, how he does it, and the influence 
of his functions on society as a whole. 


A basis for executive job analysis, set 
forth in the second chapter, can be used 
to build executive training. Though the 
authors admit the difficulties inherent in 
analyzing complex executive duties, they 
hold that “the main responsibilities of 
such positions will yield to analytic 
study.” Quoting a personnel paper of the 
National Industrial Conference Board 
which states, “It will be nothing short of 
suicidal to depend for the future leader- 
ship of American industry on the possible 
occurrence of a series cf ‘happy acci- 
dents’,” the authors describe how to form- 
ulate executive training and discuss the 
part such training can play in the over- 
all administrative pattern. 


Readers of this book should refer to 
Alfred Cooper’s How to Conduct Con- 
ferences for a completer description of 
the method in operation. 


Though they should not be pulled from 
their context and followed slavishly, one 
of the most popular features of this work 
will be the series of tests by which the 
potential executive can grade himself or 
be graded. Though the criteria of execu- 
tive success are many and varied, the 
battery of psychological quizzes included 
here will certainly reveal the possibilities 
of such success and the lines of greatest 
strength and weakness to both the 
potential executive and his employer. 


The publication date for this book is 
November 15. After that, act with the 
decision which characterizes executives. 
Get a copy. 


Retailers Manual of Taxes and Regu- 
lations, edited by Olsen, Kiernan, Nissen, 
& Pite. Published by Institute of Dis- 
tribution, Inc. New York City. Price 
$7.50. 


This catch-all compendium ranges from 
such recondite subjects as state regula- 
tions on the sale of ready-made spectacles 
to up-to-date state chain store tax laws, 
the Robinson-Patman Act, Wheeler-Lea 
Act, Fair Trade Acts, and many others. 
Every sales executive can use this manual. 
It will answer a great many questions. 


STORY BROOKS & FINLEY, 
Naiional Representatives 


INC 


HOW TO GET A 
“TYPICAL” 


Typical people in typical situations produce typical reac- 
tions. That’s the kind of reaction you get in South 
Bend, Indiana—“Test Town, U.S. A.” This market is so 
typical of America’s industrial-agricultural structure that 
the U.S. Government chooses it for important tests and 
studies! It is a one-newspaper market, covered to satura- 
tion by the South Bend Tribune. Test Town, U. S. A. is 


the market for tests you can trust. 
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More than 300 marketing and re- 
search executives attended the Fall 
convention of the American Market- 
ing Association in Detroit, October 
24 and 25. Speakers represented gov- 
ernment, industry, publications, ad- 
vertising agencies and _ professional 
research organizations. 

Ross M. Cunningham, 
Professor of Marketing, 
setts Institute of 


Associate 
Massachu- 
Technology, was 


A.M.A. Elects '47 Officers 


elected president for the 1947 year, 


succeeding Lyman L. Hill, Servel, 
Inc. Other officers are: 
Vice-President: Wroe Alderson, 


Wroe Alderson, Simon & Sessions; 
and Franklin R. Cawl, Arthur Kud- 
ner, Inc.; ‘Treasurer: Wilford 
White, Department of Commerce; 
Secretary: Harvey W. Huegy, Uni- 


versity of Illinois. 
Directors 


elected for 1947-48: 


| Read by 


RIDDER-JOHNS, 


NEW YORK 
342 Madison Ave 


CHICAGO 


the $t.Paul Dispatch 
and Pioneer Press are 


the Onty Dail; 


53], 000 
the "$1.Pa 


city zone.* 


*Less than 10% of the people in the St. 
City Zone read any other 


ople in 
ula. 


INC.—National Representatives 


Wrigley Bidg. 


O62 ot the 
B.C. 


Paul 
daily newspaper. 


DETROIT ST. 
Penobscot Bldg. 


PAUL 
Dispatch Bldg 


George H. Allen, Cooperative An 
alysis of Broadcasting; Edward R 

awkins, John Hopkins University : 
Charles T. Heusinkveld, Armour & 
Co.; Harold E. Maynard, Ohi 
State University. 

Directors continuing through 1947 : 
S. R. Bernstein, Advertising Publi 
cations, Inc. ; Edgar H. Gault, Uni- 
versity of Michigan; Thomas Mac- 


ROSS M. CUNNINGHAM 


Gowan, The Firestone Tire & 
Rubber Co.; Gerald B. Tallman, 
Massachusetts Institute of Tech- 
nology. 


Directors-at-large: Charles  H. 
Sandage, University of Illinois; and 
Charles F. Phillips, Bates College. 

Editorial Board: Editor-in-Chiet, 


Clyde W. Phelps, University of 
Chattanooga; Business Manager, 
Robert N. King, Batten, Barton, 


Durstine & Osborn, 


Inc. 


South America Bound: J wenty- 
four motorized hand trucks manu- 
factured by the Automatic Trans- 
portation Co., of Chicago, known as 
‘Transporters,’ were shipped in late 
September to Buenos Aires, Argen- 
tina. This is said to be the largest 
shipment of this type of trucks ever 
consigned from the United States to 
a foreign market. 

Transporters are battery-driven 
trucks which enable one man to 
handle as much as three tons with 
electric power. This is the first of a 
series of shipments of the company s 
equipment which will include fork 
trucks, turnstackers, tractors, etc., 
consigned to Mauricio Litman in 
Buenos Aires. 

Argentine industry, as a result ot 
the war, is reported to be turning 
rapidly to time-saving and labor-sav- 
ing equipment manufactured in the 
United States. 


SALES MANAGEMENT 


“Exploded Product” Technique 
Has Many Uses in Visual Aids 


An exploded product drawing shows every part of an 
assembly drawn out accordion-like so that the least skilled 
worker can readily understand how parts go together. This 
war-born development is readily adaptable to manufac- 
turers’ technical instruction booklets for consumer products. 


Out of the war has come a new tech- 
nique for demonstrations, which, ap- 
plied to industrial catalogs is saving 
money and time for manufacturers. 
This is the technique of the ‘“‘ex- 
ploded product.” 

To “explode” a product simply 
means to prepare a series of related 
drawings which are so detailed. that 
any person with limited mechanical 
ability can take a piece of equipment 
apart and put it back together again, 
or accurately describe defective parts. 
Exploded drawings were especially 
useful during the war. With these 
drawings as guides a Russian or 
Chinese could work with American- 
built war equipment with about the 
same ease as a _ skilled American 
mechanic. 

Aircraft manufacturers around 
Los Angeles began to develop the 
technique by drawing pictures on 
every part of an airplane. This tech- 
nique became so useful that soon man- 
ufacturers were required to furnish 
an instruction book of exploded pic- 
tures with every contract for com- 
ponents. Hundreds of commercial 
artists and art students. were mobil- 
ized during the war to do this work. 


Generally, the manufacturer turned 
to his advertising agency for help in 
making up this instruction book. The 
Lester C. Nielson Co. is one of the 
agencies which built up a sizable art 
department for preparing exploded 
drawings during the war. 

Toward the end of the war, Mr. 
Nielson studied possibilities of the 
exploded drawing for his industrial 
clients. He has been able to adapt 
the technique to so many civilian jobs 
that his art department is still at 
war-time strength. 

Used on catalog production, the 
exploded technique cuts out many 
costly misunderstandings between pur- 
chasers and manufacturers. These are 
not disputes but rather inquiries which 
come in to a manufacturer because 
his catalog is not clear on some de- 
tail. Sometimes manufacturers receive 
orders for a repair part which the 
purchaser finds out is the wrong part. 
To straighten out these misunder- 
standings requires considerable corre- 
spondence and patience; meanwhile 
the customer is being held up. 

The exploded product picture 
shows every part of any co™nlex 45- 
sembly, drawn out accordion-like. The 


catalog user, looking at such a pic- 
ture, can mentally push all the parts 
together, accordion-like, and visualize 
readily how the device works when 
assembled. 

Exploded pictures usually are 
drawn from blueprints or photo- 
graphs. Artists prefer to work from 
blueprints because they show more de- 
tail than photographs. Recently, as a 
test of what can be done, the Nielson 
agency artists were given a blueprint 
of an unusually complicated automo- 
bile rear axle assembly which had so 
many parts—many of them small— 
that it seemed impossible to explode. 
But the job was done in three days. 
Small, hidden parts were drawn five 
to 10 times larger than the assembly 
proper and set off in “balloons” with 
arrows pointing to their exact location 
in the main drawing. 

So far, concerns in the Los Angeles 
area are using the explosion technique 
to eliminate misunderstandings and 
wrong orders for parts. Mr. Nielson 
believes that exploded drawings can 
be used in many ways in consumer 
advertising and selling. There are in- 
numerable mechanical products used 
in the home which the housewife 
would like to understand, and espe- 
cially know how to make at least 
minor repairs. For example, an ex- 
ploded picture could show the house- 
wife what parts could be safely fixed 
in the home. Adjustments which 
should be made only by a skilled 
mechanic would be shown. This tech- 
nique would head off a lot of trouble 
and potential ill-will. 
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Engineers understand the drawing above, but un- 
skilled workers anywhere can visualize how mechan- 
ism fits together in “exploded” art at the right. 
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MAGAZINES 


Kiplinger Magazine, a new 
monthly for business readers, will 
make its first appearance January 1, 
1947, it is announced by the Kip- 
linger Washington Agency. W. M. 
Kiplinger is editor of the new maga- 
zine. Others on the editorial staff 
include Austin H. Kiplinger, execu- 
tive editor; John Denson, recently 
an associate editor of Fortune, man- 
aging editor; A. Ford Hinrichs, 
economic adviser; Clarence G. Mar- 
shall, former managing editor of The 
United States News, senior editor. 
Subtitled “The Changing Times,” 
the new magazine will deal with 
economic subjects in brief and non- 
technical style. The publication will 
carry no advertising, will derive its 
sole income from the subscription fees 
of $6 a year. It will be sold by sub- 
scription only. 

e 


A new department store home 
furnishings merchandising aid created 
as a “check list’? for home planners 
has been distributed by Better Homes 
&¥ Gardens to some 53 cooperating 
department stores who operate Home 
Planning Centers. The “Furnishings 
and Equipment Budget Check List” 
is prepared for each “Five Star 
Home” appearing in the magazine 
and determines quickly and accur- 
ately the requirements for each 
home. Suggested placement of fur- 
nishings and equipment is keyed on 


a full-page floor plan. A chart op- 
posite identifies each item and pro- 
vides space to check the cost. The 
four-page list will be prepared each 
month under supervision of Christine 
Holbrook, home furnishings editor of 
Better Homes & Gardens, who says, 
“We hope the new list will fill a 
real need of the department store 
customer in attempting to visualize 
and plan his home furnishings.” 


EXOTIC ... Barret's California Hand Prints 
televised for Barret Textile Corp. in coop- 
eration with John Wanamaker's, New York. 


FARM PAPERS 


The Advertising Research Foun- 
dation has launched its third major 
readership project — the Continuing 
Study of Farm Publications—with 
a survey of the October 5th issue of 


WINNER ... "The Day of the Blind,” prize poster in the exhibit of Swedish 
poster art on display in the offices of Outdoor Advertising, Inc., and the five- 
person jury representing American artists, art directors, and American business. 


WILLIAM S. PALEY, CBS board 
chairman, charged radio with "ad- 
vertising excesses" at NAB Meeting. 


The Ohio Farmer. The project is 
being conducted in cooperation with 
the Agricultural Publishers Associa- 
tion, with four publications to be 
studied during the first year. Mem- 
bers of the A.P.A. voted at their re- 
cent annual meeting in Chicago, to 
finance the study on a continuing 
basis. Charles E. Sweet, president of 
the A.P.A., says the study will help 
advertisers and agencies make more 
effective use of farm papers and will 
aid the publishers in evaluating and 
improving the editorial content of 
their publications. The farm publi- 
cation study is supervised by a tri- 
partite administrative committee, 
equally representing advertisers, 
agencies, and the medium. A. W. 
Lehman, managing director of the 
Foundation, states that each report 
will supply the following informa- 
tion: (1) total readership of sub- 
scribing families; (2) percentage 
readership scores for individual edi- 
torial items; (3) percentage reader- 
ship scores for individual advertise- 
ments; (4) data on readers, their 
farms, crops, etc. Mr. Lehman an- 
nounced that the Psychological Corp. 
has been retained by the Foundation 
to conduct the field work. 


Wallaces' Farmer and Iowa 
Homestead announces that it will 
award a plaque to the metropolitan 
newspaper which during the year 
produces the best single editorial in- 
terpreting the farmer to the city. In 
addition, the paper will distribute 
$1,000 in three cash prizes to edi- 
torial writers. Metropolitan newspa- 
pers in cities of 300,000 or more 
population will be eligible for the 
award, which will be announced 
early in 1947. The purpose of the 
award is to stimulate constructive 
thought on the increasingly impor- 
tant problem of farmer-city relations. 
Editorials will be judged on the ba- 
sis of their contribution to urban 
understanding of economic and social 
problems of the farm. 
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THE NEWSPAPER SOCIETY OF ENGLAND ... Malcolm Graham, R. A. Gibbs, 
H. R. Davies, and Ltonard Fletcher, officers of the organization comprising 
British weeklies and provincial dailies, study Bureau of Advertising organization. 


With its October issue, Farm 
Journal established a new high rec- 
ord in advertising revenue for the 
last 15 years. . . . Successful Farm- 
ing commemorated the 50th anni- 
versary of the founding of the Rural 
Free Delivery service by awarding 
a plaque to B. A. Winquest, presi- 
dent of the National Rural Letter 


Carriers Association, on NBC’s 
Farm and Home Hour. 
NEWSPAPERS 

At the Newspaper Advertising 
Executives Association fall board 


meeting, held at French Lick, Ind., 
resolutions were adopted commend- 
ing the activities of the expanded op- 
eration of the Bureau of Advertising 
and further urging Association mem- 
bers to make greater use of Bureau 
material. Stanley Ferger, chairman 
of the Trade Paper Advertising 
Committee of N.A.E.A. was com- 
mended officially by a resolution ex- 
pressing the indebtedness of the As- 
sociation to him. George Steele, re- 
tail advertising manager, Philadel- 
phia Bulletin, and new chairman of 
the Retail Committee reported that 
Samuel Morrison had been engaged 
by the Retail Division of the Bureau 
ot Advertising to prepare 10 pam- 
phlets in connection with the sales 
training program for newspaper ad- 
vertising salesmen. 
. 

The Pittsburgh Post-Gazette an- 
nounces plans to resume publication 
ot its annual section, “The Voice of 
Business and Industry,” which was 
discontinued during the war due to 
the paper shortage. The special sec- 


tion will appear early in January 
and will be under direction of Ar- 
thur Friedman, financial editor of 
the paper. 

a 


he Rockford Morning Star and 
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the Rockford Register-Republic have 
received a campaign involving nearly 
10,000 lines of space starting with 
a full page and continuing with 13 
weekly insertions of 560-lines pro- 
moting “the American idea of pri- 
vate enterprise.” Advertiser is the 
Rockford (Ill.) Junior Association 
of Commerce. Initial advertisement 
in the series was originally published 
by the Manufacturers’ Association of 
Hardford, Conn., under the head- 
line “To Hell With The Eggs, Let’s 
Eat The Goose.” Copy in succeeding 
advertisements is based on campaign 
theme developed by Griswold-Eshel- 
man Co. for its Warner-Swasey ac- 
count and published in magazines. 
The Rockford Association has re- 
ceived permission to use any part of 
the copy but is taking pictures in lo- 
cal plants for photographic illustra- 
tions. . 


AGENCIES 


The new advertising agency of 
Ferweda-Boone, Inc., New York 
City, opens with 11 accounts. .. . 
Thomas Morrison opens his own di- 
rect mail advertising business, the 
Quick Letter Mailing Service, in 
Newark, N. J. 

Don Manchester joins Dancer- 
Fitzgerald-Sample, Inc., to handle 
the Oxydol account. . . . Donita 
Ferguson and Rose Toth join the 
public relations department of Geyer, 
Cornell & Newell, Inc. . . . Mag- 
dalene Lehrer joins Grey Advertis- 
ing Agency, Inc., to head the 
agency’s Retailers’ Sales Promotion 
Planning Service. . . . Patrick Do- 
lan, manager of Foote, Cone & 
Belding, London, is now in charge 
of all the agency’s European activi- 
ties. . . . Charles R. Force is ap- 
pointed to the newly created post of 
publicity director for Marschalk and 


“TRAVEL IS 
ALWAYS BETTER 
OVER A 
PAVED ROAD” 


@ Remember Paavo Nurmi, the Fly- 
ing Finn? He came to this country 
in 1925 and showed his heels to 
some good Yankee racers. As a re- 
sult of this favorable publicity, Fin- 
nish bonds went up five points in 
a week. : 

Then there was Queen Marie of 
Rumania. She came here about the 
same time. In New York, she had 
her picture taken accepting a bou- 
quet of roses from Grover Whalen. 
In Chicago, she posed patting a 
Hereford steer on the nose in the 
Union Stockyards. That visit put 
over a big issue of Rumanian bonds. 


They probably would have made 
good advertising people — Nurmi 
and Queen Marie. They seemed to 
know the “tie-in” between good pub- 
licity and financing. They knew 
“travel is always better over a 
paved road.” 


Investor familiarity with the. bor- 
rower — even if it extends just to 
being able to recognize the borrow- 
er’s trade-mark — may mean the 
difference between success and fail- 
ure of a security offering. 


When you advertise in BARRON’S 
your trade-mark is seen by a market 
you must sell. And it reaches this 
market against a background of edi- 
torial excellency that for twenty-five 
years has won the confidence and 
acceptance of important business 
people. 


Add to this, BARRON’S economical 
rates. A campaign consisting of thir- 
teen 8x10 advertisements costs about 
the same as a single insertion in 
most recognized business magazines. 


40 New Street, New York 4, N. Y, 
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Pratt Co. . . . John Fox and Ray- 
mond Healy join LaRoche & Ellis, 
Inc., in the merchandising and media 
divisions respectively. . . . Lawrence 
Giles is elected to the board of di- 
rectors of Harrington & Buckley, 
newly formed Pacific Coast adver- 
tising agency. 

Gene Griffin is appointed vice- 
president of the Gravenson Co., Inc. 
. . . IT. King-Hedinger joins Mc- 
Clure & Wilder, Inc. . . . J. Ross 
Pilling, Jr., returns to Geare-Mars- 
ton, Inc., after five years in the 
Navy. ...C. N. Parker, Jr., after 
more than four years in the service, 
rejoins Maynard Boyce, Inc., Los 
Angeles, transit advertising agency, 
as president and general manager. 


BUSINESS MAGAZINES 


Kit-A-Log Magazine, a casualty of 
war shortages, is resuming publica- 
tion this fall. Published semi-an- 
nually, it is the buyers’ guide for 
school shops and through controlled 
circulation reaches the 30,000 pur- 
chasers of more than a billion dol- 
lars worth of equipment a year. Its 
reappearance is being supported via 
Davis-Fisher-Kayne Agency, Chi- 
cago, Ill. Present plans call for di- 


In using the station 
“Most People Listen to 
Most” you not only talk 
to Florida’s richest and 
largest market, but also 
to 2 million annual 
market-wise visitors 
from all over the nation! 


National Representative 
GEORGE P. HOLLINGBERY CO. 
Southeast Representative 
HARRY E. CUMMINGS 
JAMES M. LeGATE, General Manager 


5,000 WATTS + 610 KC + NBC 
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rect mail, promotional pieces and dis- 
play space in Standard Rate and 
Data, Tide, and Advertising Age. 


NEW MEDIUM ... REF Mechanical Indus- 
tries Desk File presenting product infor- 
mation to mechanical industries executives. 


Other publications are to be added 
in the near future. Kit-d4-Log is dis- 
tributed to all technical high schools, 
junior high schools, school board pur- 
chasing agents, teachers colleges, 
junior colleges and approved prison 
schools in the country. It contains 
470 alphabetical classifications of 


equipment used by school shops. Un- 
der each heading is a list of its manu- 
facturers. Any manufacturer not in- 
cluded who fits into one or more of 
these applications may have one free 
listing on application to the publisher. 
Additional listings may be had at a 
nominal rate and are given free to 
those using display advertising. Ait- 
A-Log is published by the Powers 
Publishing Co., Chicago, Ill. Space 
Associates, Inc., New York City, are 
the national representatives. 
. 

The Physicians Review is the new 
oficial journal of the National 
Physicians Guilds. The new monthly 
is devoted to the economic phases 
affecting physicians in industrial and 
private medicine; its editorial policy 
favors the continuation of medicine 
as an independent enterprise. The 
journal is being sent only to physi- 


cians and allied professions. 
. 


Entitled “Roundup of Hard-To- 
Find Materials,” a new monthly fea- 
ture has been initiated in Packaging 
Service Magazine. With its first ap- 
pearance the department listed one 
and one-half pages of such items 
available now, indicating quantities, 
sizes and in some cases price. 
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The Advertising Checking Bureau, 


OR ee re pricey See rrr r 60-61 
Air Express Division, Railway Ex- 

press Agency .......-..ssseeeess 30 
ee re errr 85 
The American Magazine .......... 32 
American Plastic Products Co. ..... 73 
ile TE Sch hai ken veer venwans 64 
Barron’s, National Business and 

Pianta WEG occcccscsesecee 101 
Better Farming Methods ........... 71 
Buffalo Courier Express ........... 62 
Camden Courier-Post .....22.0.000. 59 
The Champion Paper & Fibre Co... 47 
Chicago Daily News ............+- 52 
Chicago Journal of Commerce ..... 73 
The Case GOW ..cccccscsscccces 14 
Chicago Tribune ............ 4th Cover 
Columbia Broadcasting System ..... 6-7 
Continental Can Company .......... 51 
CONIOUIE ho s'ccc ccniicwcennns cee 58 
The Dallas Times Herald ......... 28 
The Detromt Free Frese .... 2.0002: 1 
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SALES MANAGER 


With excellent record in diversified 
industrial, mechanical, and building 
products fields as general sales man- 
ager plus district, division and prod- 
uct sales manager. Outstanding ex- 
perience in organizing, training and 
directing sales and service forces, se- 
lecting dealers and planning adver- 
tising. Technically trained: finest cre- 
dentials. Address Box 2362, Sales 
Management, 386 Fourth Avenue, New 
York 16, N. Y. 


INDEX TO ADVERTISERS 


GENERAL SALES MANAGER 
INDUSTRIAL PRODUCTS 


Extensive experience in directing sales 
engineers selling to industry, jobbers, 
distributors and approved contractors. 
Background includes planning, organizing 
and executing sales policies and product 
development. Successful executive who is 


ready for the challenge of a buyers’ 
market. 


| It may be later than you think! 


Box 2369, SALES MANAGEMENT 
386 Fourth Avenue, New York 16, N. Y. 


Opportunity ... For young wo- 
min with secretarial background 
and a flair for writing ...a 
pesition with a national coopera- 
tive organization to assist in the 
publication of a monthly trade 
magazine and handle general 
news releases. Applicant should 
be capable of assembling data, 
Presenting facts and human in- 
terest stories featuring coopera- 
tive principles. Complete _ re- 
sponsibility will follow to person 
demonstrating ability. Address 
inquiries to Box 2370, Sales Man- 
agement, 386 Fourth Ave., New 
York 16. N. Y. 
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The Saturday Evening Post ....... 18-19 
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NEW, DISTINCTIVE, DIFFERENT 
IMPRINTED WITH YOUR NAME 
PACKED FOR PRESENTATION OR SHIPPING 
LOW IN PRICE — WRITE FOR DETAILS 


VELVA-SHEEN 


MANUFACTURING COMPANY 
CINCINNATI 14, OHIO 


EFFICIENT 
SALES and ADVERTISING 
MANAGERS, SALESMEN 


and their supporting staffs are con- 
stantly being furnished to leading Na- 
tional Advertisers and their Advertising 
Agencies by 


The EXECUTIVE SERVICE CORP. 
19 West 44th $2, Mow York 18, N. Y. 
Telephone MUrray Hill 2-4000 
Our 28th Year 


APPLICATION FOR EMPLOYMENT 
FORMS 


SALES MANAGEMENT?’S specially pre- 
pared Sagpeion for Employment blanks 
are available in any quantity. These now 
comply with all state laws. Sample and 
rr will be mailed om request. SALES 

ANAGEMENT, 386 Fourth Ave., New 
York 16, N. Y. 


WANTED: ACCOUNT EXECUTIVE 
thoroughly experienced in stationery, me- 
chanical pen and pencil field. Must have 
record of achievement and be promotion- 
minded and aggressive. Unusual oppor- 
tunity. Good salary. Reply in detail, en- 
closing snapshot if convenient. Box 2367, 
SALES MANAGEMENT, 386 Fourth Ave., 
New York 16, N. Y. 


COMMENT 


BRAND NAMES AND SURPLUS PROPERTY: 


In its well-intentioned desire to give a break to veterans 
and to the public, the Surplus Property Administration is 
discriminating against the owners of brand names. 


A typical case is that of the Bristol-Myers Co. which 
sold during the war a large quantity of its products to 
various branches of the Government, including the Armed 
Forces. Now that hostilities have ceased, they find large 
quantities of this material turned over to the War Assets 
Administration for disposal. 


Bristol-Myers wants to repurchase from the Govern- 
ment, at the Government’s own price, all of the surplus 
material bearing their trade-mark, but the Government 
refuses to sell to them, and, as a consequence, the com- 
pany has spent $125,000 buying back their products from 
those who purchased them from the Government. 


‘Today the War Assets Administration has set a price 
on Ipana at one cent a tube more than the Government 
paid for it and that price is quite satisfactory to the 
company, but it is not allowed to purchase a single tube 
directly from the Government, even though their purpose 
of repurchasing is not to make money but to protect the 
trade, the consumer and their trade-mark. 


It is SM’s understanding that the Select Committee 
to Investigate Disposition of Surplus Property will accept 
testimony and evidence from other makers of branded 
products whose position is similar to that of the Bristol- 
Myers Co. Under the existing policy statement of the 
Surplus Property Administration on sales to manufac- 
turers “sales may be made exclusively to the original 
producer of the surplus property only when the original 
producer can perform certain necessary functions, such 
as repairing, rehabilitating, sorting, grading or testing 
more effectively than the disposal agency or others.” The 
catch here seems to be that the War Assets Administration 
believes that branded consumer merchandise does not 
need repairing or rehabilitating no matter what the 
package looks like. ‘—The Administration seems to be the 
sole judge in that matter and the manufacturer is helpless. 


HOW RISING INCOME SHIFTS POTEN- 
TIAL MARKETS: Any major depression in the next 


few years is neither necessary, inevitable nor as safely 
predictable as so many writers now seem to think. With 
present civilian employment at over 57 million persons, 
11 million more than in any pre-war year, with present 
national income payments to individuals at an all-time 
high rate of $167 billion a year, and with unemployment 
at the abnormally low peacetime level of 2 million, we 
already have reached or surpassed the post-war goals of 
our leading economists. 


‘The above conclusions are summarized from a thought- 
provoking address made by Arno H. Johnson, Director of 
Media and Research, J. Walter Thompson Co., New 
York City, before the convention of the American 
Marketing Association in Detroit. He has considerable 
stature as a prophet, since his 1945 study, “Fifty-Seven 
Million Jobs—A Postwar Goal and Opportunity” pointed 
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unmistakably to a goal which we reached well within his 
predicted time limit. 


The most important income change since 1941, he 
argues, is that a very high percentage of those families 
who were in a given income group in 1941 have nox 
moved up into a higher income group. “For those families 
who have shifted to a higher income bracket the increase 
in purchasing power for things other than the basic 
items of living become substantial because most of the 
unavoidable increased costs apply to their former standard 
of living, rather than to the standard of living of the 
income groups they have entered. It is a matter of their 
own discretion as to how far they will go in stepping 
up to the higher standard of living.” 


The chart reproduced on this page indicates the prob- 
able shifts that have taken place. It is obviously only a 
rough approximation because many families have skipped 
entire income groups in their movement upward, whereas 
the chart is based on the assumption that the increase 
came ‘from the bracket immediately lower. 


Mr. Johnson applies the 1941 proven rates of demand 
for specific products in each income group for the 1946 
number of families and single individuals and finds a 
present annual potential demand for such items as 
cameras and new automobiles to be approximately double 
the 1941 level—without any family in any group spending 
more than families in the same groups spent in 1941. 


It is impossible in a few short paragraphs to adequately 
summarize Mr. Johnson’s great contribution to marketing. 
You can obtain a copy of his address and accompanying 
charts by dropping a note to him at his office, 420 Lex- 
ington Avenue, New York, N. Y. 


Upward Climb Of Consumer Spending Units—1941 to 1946 


ga 1946 
Total Consumer fotel Consumer 
Spending Unites Spending Units 
Over $5,000 Over $5,000 


$3,000 to $5,000 $3,000 to $5,000 


$2,000 to $3,000 $2,000 to $3,000 


Under $2,000 Under $2,000 


SALES MANAGEMENT 


